VOLUME SEVENTY-TWO. NUMBER SEVENTEEN 


NOVEMBER 14, 1949 


PUBLISHED AT BALTIMORE 2 EVERY MONDAY Ss on 
| INCE 187° 


THIS WEEK 


The Outlook for Merchandising Canned Foods Thru 
\ Grams of Interest—News and Notes of the Industry . . . 12 


Weekly Review of the Canned Foods Market . . . . 16 
Calendar cf Coming Events . . . . . . . . 
Canned Food Prices . . . «© «§ « 22 


‘‘Where to Buy” Machinery and Supplies 


Keeping the Canning Industry Informed--Simce 1878. 


Convection Hal * Atlantic 
Jenvory 23-31, 1950 


— 


| 
| 
| 
2 
PRODUCING 
SELL 
co 
= 


ow about the recipes on 


your label P 


Canco’s home economists test recipes for pack- 
ers and often save them a peck of trouble. For 
instance — 


A certain customer was thinking of packing a 
new soup. He sent our Home Economics Section 
a sample. The recipe suggestion was fine. But the 
soup could not possibly compete in flavor with 
similar soups on the market. 


We suggested he change his seasoning and he’s 
doing nicely, thank you, with his new soup. 


Besides... 


Such down-to-earth service for packers begins 
with expert advice on soil and what crops to grow 
and where to grow them. It includes the best en- 


Canco supplies the canner with more and better service 
than any other can manufacturing company. CALL 


gineering advice and equipment service. 

The customers of American Can Company enjoy 
the latest knowledge on filling, closing, new-type 
containers, labeling, and possible new products to 
add to their lines. 


Doctors, too 


Through publicity releases to the medical pro-- 


fession, through nutrition research and home eco- 
nomics education, Canco also helps the resale of 
its customers’ products to the general public. 


Besides, Canco has a large group of trouble- 
shooters on instant call. If any mechanical or 
processing emergency arises during the season, 
they’re Johnny-on-the-spot when you need them. 


AMERICAN CAN COMPANY 


New York ¢ Chicago « San Francisco 
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With CRCO Handling 
Equipment... 


’ Eliminate man-hours wherever possible! Mechanize your operations 
to the Nth degree! CRCO Handling Equipment can materially cut 
your labor costs. 


UNSCRAMBLING 


Two brand new Unscramblers . . . one fully automatic . . . the other 
semi-automatic . . . will handle your cans from the retort crate to 
the labeler or caser at a fraction of your present costs. 


LABELING 


The new Series “EK” CRCO-New Way Labelers are heavy-duty type 
for high-speed operation. This new design eliminates one elevator in 


your line. 
j No place for hand-labor with CRCO-New Way Casers—fully auto- 
matic, high-speed operation without costly failures or breakdowns. 
i Write for complete details . . . cut labor cost. 
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PROCESSOR 


Chisholm-Ryder Company of Pennsylvania Ayars Machine Company 
AN AFFILIATE A SUBSIDIARY 
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Want something extra in sales service? Need 
expert help in solving a technical canning 
problem? Then call on Continental! 


Continental has thirty-six can manufacturing 
plants, thirty sales offices and a laboratory 
staffed by over two-hundred scientists and 
technicians. We have a top-flight cannery 
equipment department and fourteen field 
research offices spread across the nation. We'd 
like to put these facilities to work for you 
right now. 


You'll like doing business with Continental. 
We have the manufacturing capacity, the 
experience, the knowledge and most impor- 
tant, the wide-awake progressive spirit you 
want in a supplier. Let Continental bring you 
the “best in products” and the “best in service” 
and you'll know why packers are saying: “You 
can’t beat Continental as a dependable source 
of supply.” 


AND YOU CAN’T BEAT CANS 
FOR CONVENIENCE 
ECONOMY AND PROTECTION 


The tin can is king in the 
processed food field. Be- 
cause, in addition to cutting 
operating costs, cans are un- 
breakable and cost less to 
ship. They’re lighter, require 
no special packing and they 
can be stacked higher in 
freight cars and warehouses 
with perfect safety. 
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Can COMPANY 


122 E. 42nd St., New York 17, N.Y. 


135 South LaSalle St., Chicago 3, Ill. 


Russ Building, San Francisco 4, Calif. 
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EDITORIALS 


last week, did a lot of thinking, talking and listen- 

ing about the sales end of their business. The 
occasion was, of course, their annual fall convention. 
For obvious reasons, no attempt was made to spell out 
a specific sales program for the individual canner. 
There was rather provided the background material 
on which that program might be based. Then, too, 
although most canners know in a general way that 
canned foods haven’t been faring so well in distributive 
circles, some rather startling figures were presented 
to emphasize the problem and locate the trouble zone. 
Canners were told, for instance, that canned foods 
sales represent a smaller and smaller percentage of 
the dollar volume of all foods sales; that 80% of all 
grocery business is done in self service stores; that 
76‘< of shoppers, having no shopping list buy on im- 
pulse; and that canned foods enjoy but 15% of the 
retail store shelf space today compared to 75% yes- 
terday. 


All of which would seem to lead to but one con- 
clusion—that retail work is needed to get canned foods 
back in the public eye. While it is rather difficult to 
escape that conclusion, it very definitely does not pro- 
vide the solution. Who, for instance, is going to pro- 
vide that retail work? The Canner? The Wholesaler? 
The Broker? or a combination of two or all. Two out- 
standing wholesalers told the assembled convention 
that the Wholesale Grocery trade is on the move, co- 
operating with the independent retailer in an effort 
to help him combat the competition of chains. Both 
of these gentlemen, too, expressed keen interest in and 
promised active support of commodity merchandising 
vroups. Yet one stated very plainly that it was his 
opinion that the broker should do the retail job. 


That brings us around to one very, very important 
point that not only was not discussed, but not even 
mcutioned. This column is ready to admit that the 


Gist CONSIDERATIONS — Wisconsin Canners, 


' conner and his salesman, the broker, should be inter- 


ested in the movement of private label brands thru 
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to the consumer. Many canners have recognized that 
obligation by supporting commodity merchandising 
efforts. But it stands to reason that he is going to be 
a thousand-fold more interested if his own name and 
brand is on the can. Excluding the nationally adver- - 
tised brands, roughly some 70 or 80 cans out of 100 
carry the buyers label. If those figures are accepted, 
and we have reason to believe they are fairly accurate, 
then the greater responsibility for retail work is rather 
clearly outlined. 


But what about those other 20 or 30 cans with the 
canners’ label. Though a great many brokers disagree, 
retail work is essentially a sales function and even if 
it were possible for the principal to make regular visits 
to his retail customers, which of course it isn’t, retail 
work would nevertheless remain the function of the 
sales representative. Naturally, of course, the canner 
should pay the extra expense involved. 


PRICE DECLINE—In talking to his audience, Mr. 
Ragland, president of the U. S. Wholesale Grocers 
Association, in the interest of brevity left out some 
rather important passages toward the end of his pre- 
pared talk. Since they are of somewhat controver- 
sial nature and since he mentioned that his audience 
might read them in the Trade papers, indicating to us 
that they were not passed over purposely, we are re- 
producing his talk elsewhere in this issue with those 
passages but minus a good part of the introduction. 
In one of those passages the speaker mentioned that 
in recent months the rate of price decline on canned 
foods hasn’t kept pace with other commodities. We 
believe Mr. Ragland could be convinced without too 
much trouble that it’s hardly cricket to expect that. 
It’s rather difficult to fall off the ground,. especially 
when a body is lying down. The very fact though that 
Mr. Ragland is thinking along these lines indicates that 
grocers could stand more information on the canned 
foods story and their position on the BLS cost of living 
index. 
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Belong to every canner when PLANTS 


he plants 
Michael-Leonard Sweet Corn Seed ‘ 


treated with our exclusive seed treatment 


Power-Pak 


Protects the seed * Stimulates growth of 
feeder roots * Assures early germination and emergence 


Gives you higher 
yields and more 
Cases per acre. 


Michael,sLeonard 


SIOUX CITY 6, IOWA e¢ FULL LINE OF CANNERS' SEEDS © CHICAGO 16, ILLINOIS 
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WISCONSIN CANNERS STUDY SALES PROBLEMS 


Sales Theme Attracts Large Attendance, 
Many From Out Of State—S. K. Ferguson 
Steps Into Presidency As C. A. Friday 
Retires—W. C. Shorer Presides At 
Old Guard Dinner 


The Old Western Packers Association, 
composed mainly of mid-west canners, 
has long since passed out of the picture. 
But the spirit of unity and mutual de- 
pendence in this area remains strong 
and manifest. Last week, November 7 
and 8, visiting canners from Minnesota, 
Iowa, Illinois, Indiana and Michigan pro- 
vided a touch of the old “Western” 
atmosphere at the 45th annual Conven- 
tion of the Wisconsin Canners Associa- 
tion held at Milwaukee. It has been said 
that the Wisconsin meeting more nearly 
approaches the National than any one 
state or regional meeting. The same, of 
course, has been said about other local 
meetings, large and small depending on 
the point of comparison. But compari- 
sons are odious. Suffice it to say that 
some thousand or more canners, ma- 
chinery and supplymen, brokers, grocers 
and others, gathered together to talk 
shop and visit socially, make a substan- 
tial contribution to Trade progress no 
matter where they may meet. 


Although the theme of this convention 
was “SELLING — the big half of the 
canners job”, a stranger sitting in on the 
various sessions might easily have con- 
cluded that selling amounted to consider- 
ably more than half of the job. Two of 
the three sessions were devoted entirely 
to that subject and one out of four talks 
in the third session had to do with 
Selling. 


THE ELECTION 


S. K. Ferguson of the Lakeside Pack- 
ing Co., Manitowoc, accepted the presi- 
dents gavel from retiring president C. 
A, Friday of the Friday Canning Corp., 
New Richmond. A. N. Meyer of Fredi- 
onia moved into the vice presidency. 
Marvin Verhulst continues in the office 
ol executive secretary with F, L. Thomas 
trate manager. 


SELL BUSINESS 


In introducing the first speaker, Mr. 
. W. Graaskamp, Vice President of the 
nerican Can Co., President Friday 
iefly outlined a program of success for 
canner. Know your costs, Pack 
Quality and limit production to a rea- 
nable sales expectancy, he advised. 
Taking as his subject “Some Thoughts 
for 1950”, Mr. Graaskamp warned his 
‘udience that the time has come for the 
isiness man to stop worrying about 
‘hat someone else is going to do to him 
ond to start telling the world what busi- 
css is doing for the general economy. 
‘ell your story fully and frequently, he 
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advised, that all may know that business 
is the very basis, the “sine qua non” of 
this great and wonderful American 
economy of which we boast, built on the 
theory that bigness not only is not a 
crime but something to be strived for 
to better promote the Bigness of U.S.A. 
To illustrate, Mr. Graaskamp outlined 
the many fine contributions and services 
of his own great company. 


THE MRS. GOES A SHOPPING 


Mr. Harold H. Jaeger, Director of the 
Marketing Bureau, Can Manufacturers 
Institute, illustrating his lecture with 
slides, presented factual material, based 
on recent institute surveys, that is of 
prime interest to every canner in the 
business. Like another speaker on the 
program, Mr. Jaeger presented rather 
conclusive evidence that the dollar vol- 
ume of canned foods sales is not holding 
its own in comparison to other foods. Of 
the total 6 billion dollar vegetable 
market, for instance, canned vegetables 
in 1948 amounted to but 14% and but 
2.66% of all foods sales. Frozen foods 
were handled by 79,000 retail outlets in 
1948. In 1949 that figure was upped to 
95,000 while dollar volume rose from 
370 million in 1948 to a projected 575 
million in 1949. Fresh foods continue to 
enjoy an inordinately large slice of 
the pie. 

The survey showed that 80% of gro- 
cery sales are made in self service stores; 
that 76% of women shoppers do not pre- 
pare a shopping list and that only one 
out of five who do make a list indicate 
the type or brand of commodity desired. 
So that impulse buying is the order of 
the day. Thus retail store display is all 
important. The fact that canned foods 
are getting but 15% of the shelf space 
today in comparison to yesterdays 75% 
then explains, at least in part, the pres- 
ent trend in sales. 

On the brighter side, Mr. Jaeger out- 
lined the advertising and merchandising 
efforts of the Institute that with the 
cooperation of various canner merchan- 
dising groups promises to reverse the 
trend in sales. No short summary here- 
with could possibly do justice to Mr. 
Jaeger’s presentation. He has promised 
to make the complete text available to 
this publication and it will, of course, 
be passed along to.readers for careful 
digestion. 


JOHNNIE McGOVERN 


The entire Convention was disap- 
pointed that N.C.A. President Johnnie 
McGovern would not make his scheduled 
address at this point on the program. 
While the details at this writing are not 
yet clear, Johnnie is apparently rather 
seriously ill. The first report of pneu- 
monia was followed closely by another 
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that an operation would be performed. 
The entire canning industry joins us in 
wishing him a speedy and complete 
recovery. 


THE CANNERS CONTRIBUTION 


N.C.A. Secretary Carlos Campbell 
pinch hitted for Pres. McGovern. The 
Canning Industry, he said, is the most 
perfect example of the benefits of com- 
petition in a free economy. He pointed 
out that although Canners are paying 
labor 2% times the 1935-39 average and 
the farmer 2% times that same average, 
the consumer is getting a better product 
at but 148% of the same 1935-39 price. 
Mr. Campbell went on further to show 
that this was made possible by economy 
of operation and that it could not pos- 
sibly have come from a reduction of 
excessive profits in the earlier period. 
The O.P.A. he said, established the nor- 
mal profit of the Canning Industry at 
34%. 


PRODUCING TO SELL 


C.M.S.A. Secretary Sam_ Gorsline, 
promised canners they would see at 
Atlantic City this year the greatest Can- 
ning Machinery and Supplies Exhibition 
ever produced. Emphasis will be on labor 
saving and quality producing equipment 
to enable the Canner to “Produce to 
Sell”. The show will be 8% larger and 
even more attractive than the outstand- 
ing exhibition of last year. More valuable 
door prizes, seven a day, will be pre- 
sented to visitors. The Convention will 
be streamlined for business in two parts 
— the first a sales conference with 
brokers and buyers—the second, produc- 
tion and technical problems. Entertain- 
ment will include the Annual Dinner 
Dance, Old and Young Guard banquets 
and the theatre show with Sigmund Rom- 
berg as the attraction. 


THE UNIVERSITY OF WISCONSIN 


Mr. Douglas Caton of the University 
outlined the progress and objectives of 
the economic Research project on Pea 
and Corn Canning now being conducted 
at the State Institution. One important 
objective, he said, would be a cost of 
production survey with particular refer- 
ence to related crops and the hidden 
benefits to the farmer. 

A prosperous agriculture depends as 
much on how farm products are pro- 
cessed as on how they are produced. 
That’s the problem the University of 
Wisconsin’s food industries program was 
designed to help solve, K. G. Weckel, who 
is in charge of the program, told the 
audience. 

One floor of Babcock Hall, a new 2% 
million dollar dairy industry building 


(Please turn to page 14) 
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THE OUTLOOK FOR 


Merchandising Canned Foods Thru Wholesale Grocers 


The most important post-war concept 
which has come to all types of wholesal- 
ers arises from the realization that there 
is a revolution taking place in distribu- 
tion, as has been the case in transporta- 
tion and communication. George Wash- 
ington took two weeks to go from Wash- 
ington to Boston. Twenty-eight places 
on each trip could boast that George 
slept here. He doubtless enjoyed the 
hospitality. It took ten days to get the 
news to him that he had been elected. 
In the last presidential election you got 
the debatable news the same second Mr. 
Truman did. Frontiers today are not 
west or south—they are all over the 
world. There is a merchandising frontier 
on the main street of every town in Ten- 
nessee and Wisconsin. Some wholesale 
grocers are not as ready for it as are 
others. All but the lazy are looking 
ahead. Some of them are giving it time 
proportionate to its importance and, 
after all, all that counts is the proper 
utilization of time. The development of 
the human element is everything. As 
far as food sales in 1950 are concerned, 
whether a national chain, a super mar- 
ket, a co-op or voluntary group member, 
a superette, or a mama-and-papa inde- 
pendent, success devolves on the quality 
of the retail management. The retail 
store is the only place a sale is made that 
increases the distribution of food, builds 
a stronger nation and satisfies the public 
that the food industry is doing a proper 
job. Wholesalers are eager to better 
know how all types of wholesalers oper- 
ate and merchandise under this philos- 
ophy. They are best taught by talking 
the other fellow’s language or sending 
representatives as ambassadors. They 
must give as well as get. Also the psy- 
chology of the better retailers of all 
types is being studied and their methods 
weighed. Before too long, the social sci- 
ences will be taught at the high school 
level, and food merchandising right now 
would be a popular course at your state 
university. 


There are pioneers in men and meth- 
ods other than one or more of the great 
national chains. The independent retail- 
er can, if he will, outsell his chain-man- 
aged competitor. Not only are his incen- 
tives superior, but he is not enmeshed in 
a mire of red tape. You need go no fur- 
ther than Anderson, Indiana, to see a 
super market operation which is pioneer- 
ing along many lines of merchandising, 
including institutional advertising. 


Wholesale grocers are what might be 
called typical little business, because 
they are largely localized. They have 
found out this year, as well as last year, 
despite the pressure of a more competi- 


From an address before The Wisconsin Canners 
Association, Milwaukee, Wisconsin, Nov. 8, 1949. 


By CHARLES S. RAGLAND 


President, U. S. Wholesale Grocers 
Association 


tive condition at both the wholesale and 
retail level, it is possible for each to 
make a profit on investment. They have 
also found out they may be condemned 
as unnecessary middlemen by default un- 
less their services are adequately pub- 
licized. They have furthermore come to 
the realization both in the buying and 
merchandising of canned foods they can 
best get along with the kind of source of 
supply which not only will consistently 
furnish products on the right price basis, 
but will also work with them in seeing 
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these goods funneled through the retail 
store in a manner pleasing to the ulti- 
mate consumer. 


MERCHANDISING PLANNED 
IN ADVANCE 


Wholesalers generally are planning 
their merchandising promotions in ad- 
vance, to secure understanding of both 
principals and retailers. One southern 
wholesaler, for example, started a care- 
fully planned program during the last of 
April by first outlining it to some 500 
merchants and their clerks. During the 
period of May and June the promotion 
moved 52,000 cases of controlled or pri- 
vate label merchandise. This promotion 
was put over by a combination of several 
factors: Each store was furnished with 
a complete printed program; handbills 
carrying institutidnal copy only were 
mailed direct to the stores’ customers; 
atmosphere was supplied by the use of 
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window posters along with store pen- 
nants and banners; mass floor displays 
were made daily; finally, there was a 
label auction. The average amount of 
merchandise given away in prizes was 
five cases of canned goods per store. This 
same wholesaler also decided to do some- 
thing about the let-down in the summer 
months. He ran a summer feature of 
stars for eight weeks in which he fea- 
tured one nationally advertised line of 
merchandise each week. Retail stores 
were notified ten days ahead of the par- 
ticular line to be featured and as in the 
former case handbills were mailed direct, 
supplementing newspaper advertising. 
His volume increase over the correspond- 
ing period of last year was surprising. 


Another wholesaler had good results 
from a one hour musical radio program, 
split in half hour sessions. High class 
music used—not jazz—and was _ inter- 
spersed with spot announcements every 
five minutes. This program enjoyed a 
high Hooper rating. 

Still another wholesaler reports suc- 
cess from 25 outdoor billboards in a rather 
large market for a three-year period. 
Each billboard featured his own brand 
trademark for one item only and a small 
amount of institutional copy. The boards 
were changed monthly and all his plans 
for the future include billboard adver- 
tising. 

A west coast wholesaler ran a Septem- 
ber contest for his salesmen in coopera- 
tion with the Ocean Spray Cranberry 
Sauce people on a point basis for the 
three kinds. The prize was a $50 bond 
and a free trip to the nearby cranberry 
bogs. <A proper retail selling price was 
established, then all the salesmen went to 
it with the result that six times as much 
was sold as in September of last year 
and 70% of the total amount of ’48 sales. 

Many of these wholesalers have seen 
their sales increase from 20% to 40% 
over one year ago. Why? Not merely 
because of concentration by his retail 
outlets, but mainly because the retailer 
himself through appropriate promotions 
had increased the business in his dry 
grocery department. Generally speaking, 
these types of promotions make money 
for the retailer because of the increased 
traffic, not from the use of price, al- 
though his goods are priced right, but 
because of the building of a demand for 
the product by the appropriate use of 
all the tools of advertising, including 
recipe suggestions and impulse selling 
displays. The wholesaler is persuading 
and leading his retail customers away 
from hit-or-miss individualism to a plan- 
ned and scientific merchandising of «a 
type that Mrs. Consumer just loves. He 
is capitalizing on a tie-in with the ad- 
vertising and promotions of all sorts of 
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PROTECT YOUR PRODUCT | 


3 WA ys! anotHer BURT time savine story 


Ballard 


beats fleeitng 
time... with 
BURT NON-STOP 


Famous ready-mix biscuit packer 

praises high speed efficiency of 
Burt Machines. Like many other 
food packers all over the country, 

\ Ballard has learned that Burt 

\ labelers help build production, 
lower costs with dependable 
high speed efficiency. 


MANUFACTURERS & MERCHANTS 
Gives You Expert, More Complete 
* Protection at LOWER COST! 


Now you can get FULL protection for your- 
self, your distributors, your wholesalers and 
retailers, in one compact Insurance Policy! 
With the new, low-cost MANUFACTURERS 
AND MERCHANTS PRODUCTS LIABIL- 
ITY INSURANCE, you enjoy surer, more 
complete protection these three ways: 


BALLARD 
SAYS 


“ the model AUS 
404 Non-Stop Burt La- 
belers purchased from 
you for labeling Oven- 
ready Biscuits are doing 
an excellent labeling job 
on this product... * Model AUS Non- 


Stop Labeler 


1, Preserves your product’s good will by 


fighting false and fraudulent claims! Lonnie Wright, Eng. 


2. Prevents loss of retail outlets by swift, Ballard & Ballard Co.” 


| expert attention to customer complaints! 
| 3. Assumes your legal liability for damages! 


. @ More than just another Insurance Company, 
|g the MANUFACTURERS AND MERCHANTS 
: INDEMNITY COMPANY is a specialist in 

the Food Industry Field. Its officers and em- 

i ployees are trained experts who know what 
* your problems are and how they should be 


handled! Nation-wide in scope, M & M can 
give you the answer to your Liability Insur- L A Q t L +z R S & P A C 4 E Q S 
: ance needs! Get the low-cost, three way pro- 
; tection and the more complete service offered Burt High-Speed Case Packers cut time and 
3 under the new M & M PRODUCTS LIABIL- labor costs too. Inquiries answered promptly. 
yo ITY INSURANCE right away! Model PCD High- 


P.S. Write for the entertaining free booklet, Speed Case Packer 
“Businessman’s Quiz Game.” Address: 


MANUFACTURERS & MERCHANTS 
INDEMNITY COMPANY 


35 East Seventh St., Cincinnati, Ohio 


“Dedicated To Serving The Food Industry.” 


“Burt Beats Fleeting Time!” 


\_ BU RT MACHINE CO., 401 E. Oliver St., 
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Merchandising Thru Wholesalers — Continued 


manufacturers and canners. When the 
Sunshine Biscuit people offer a bulletin 
on 100 successful sales ideas, he takes 
the trouble to secure it. Weekly and 
monthly promotion ideas are digested 
which appear in the Progressive Grocer, 
The Voluntary and Cooperative Groups 
Magazine, The National Retail Grocers 
Bulletin, and other live publications. 

Many wholesalers report successful 
drives this fall on canned peas and many 
others say they are now in the middle of 
a corn promotion. The stimulants in a 
lot of these have come from canners. 
Each needs to know the other better and 
to take time to talk over positive pro- 
grams and planned promotions. 


WHAT WHOLESALERS ARE DOING 
IN MERCHANDISING 


An interesting survey is the “Joint 
Marketing Study,” made by the Satur- 
day Evening Post and the USWGA. It 
gives a cross section of the answers to 
what wholesale grocers are doing about 
merchandising: 81% hold regular meet- 
ings with salesmen weekly and 50.8% 
said they would like food manufacturers 
to furnish speakers or material for these 
meetings; 44.4% stated they hold regu- 
lar merchandising drives and 49% stated 
they did not; of those that said Yes, 
25.3% hold them monthly, 13.3% quar- 
terly, 13.3% semi-annually, and 48.1% 
at irregular times; 50.2% of the report- 
ing wholesalers felt they were well in- 
formed by manufacturers regarding pro- 
grams of consumer education towards 
their products, while 41.2% answered in 
the negative. On the other hand, 63.3% 
fee] their retailers are not sufficiently 
well informed on advertising programs; 
37.6% think their retailers do not take 
as much advantage as they should of 
advertising done in their territory. One 
of the reasons for the above condition 
may be the fact only 138% of the whole- 
salers have any program of retailer in- 
struction on advertising done by food 
manufacturers. In addition, here are 
some other facts concerning policies: 
94.1% favor standardization of sizes; 
78.7% favor a price spot on the package; 
77% do not approve coupon deals and 
62.8% do not approve of premiums; 
44.3% prefer a fixed price and 28.4% 
prefer a quantity discount, based either on 
tonnage or dollar value. These figures 
are worthy of consideration in any mer- 
chandising planning on the part of can- 
ners. 


WHAT WHOLESALER WANTS 
FROM CANNER 

Wholesale grocers will move their 
share of your pack of canned foods dur- 
ing the coming season, because those 
who are sales-minded find it possible to 
make a profit on canned foods—the most 
important section of the dry grocery de- 
partment. But they will do a better job 
if they are given constructive assistance 
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by you. They need suggestions on plan- 
ning to sell the right article in the right 
place, at the right time, at the right price 
and in the right quantity. They want 
you to share the responsibility of up- 
building consumer confidence on your 
product. What consumer benefits are im- 
portant to the consumer when he or she 
is planning a meal or consuming a dish 
of your product? How can they best be 
described in advertising copy? What are 
you doing to increase the consumption of 
canned foods in their battle with frozen 
and fresh foods? If you have a new 
product, are you willing to take the risk 
of its introduction? Are you concerned 
with both the turnover of your product 
in the warehouse of your wholesaler and 
the availability of a more or less con- 
sistent annual supply? To know your 
wholesale customer well enough to call 
him by his first name is important. He 
would like to think of you as a friendly 
counsellor and not merely as a source of 
supply. Wholesalers are also interested 
in the assistance the association of can- 
ners on both the state and the national 
level can offer in the way of commodity 
advertising, of menus of seasonable ap- 
peal, and of the romance and research 
background that goes into making your 
good food what it is. 


There are some other things, too, that 
stick in the craw of many distributors. 
One of these is label allowances. Can’t 
you give us one that is realistic and is 
more or less standardized? If you are 
serving us through a broker, your sales 
agent needs indoctrination in your phil- 
osophy to the end that he will represent 
you and not himself. A broker should 
know that a wholesaler cannot absorb an 
entire pack at one time. If the whole- 
saler is a good customer, he must feel 
that he is purchasing on the most favor- 
able basis from a national point of view 
and not merely in his local market. It 
might be good business to protect his in- 
ventory for a limited time against price 
declines and it certainly is always good 
business to provide a sufficient differen- 
tial between nationally advertised and 
private label pack. Fortified by these 
assurances, your wholesale grocer during 
the coming season expects to do an even 
better job. 


PRICE & VOLUME TREND 


According to a market report called 
“Trends” from the “National Consumer 
Panel” of the Industrial Surveys Com- 
pany, canned foods, comprised of vege- 
tables, fruits and juices, tonnage-wise 
have seasonally dropped from a figure 
of 111 on January Ist of this year, to 78 
on August 1st, with a decline in August 
itself of 9% under last year. The August 
percent of change in prices on canned 
foods was 9% over last year for this 
same period. Flour and mixes were 2% 
less; fats and oils 31% less; cereals were 
the same; specialties 17% off and house- 
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hold products 14% less. The seven 
months cumulative tonnage on all six 
groups on August lst was about 3% less 
than a year ago. For the first six months 
compared to. last year, canned foods, 
however, were only 2% off, whereas 
three of the other five commodities 
showed about the same figure, except 
specialties and household products, which 
were 4% to 5% up. During the third 
quarter of ’48 canned foods rose about 
10 points. Figures of my own company 
indicate that the trend is about like the 
national average. For instance, the third 
quarter of ’48 dollar sales of certain can- 
ned vegetables were $111,000; the fourth, 
$141,000; first quarter ’49, $158,000; sec- 
ond quarter, $164,000; and the third 
quarter, $119,000. Our price change on 
vegetables, fruits and juices was a plus 
8%, whereas the price change on canned 
meats and pet foods showed a decline 
of 17% and an increased tonnage of 
about 9% for the third quarter of this 
year as against last. 


The conclusion readily drawn from 
these figures indicates canned foods are 
doing poorer in relation to last year’s 
showing than any of the other product 
groups. Eliminating citrus juices, there 
is doubtless very little difference in the 
price from a year ago, but the tonnage 
on canned foods is not holding its own. 
The frozen food industry is looking for 
an increase of around 30% in their busi- 
ness during the present crop year. Fresh 
fruit and vegetable crops are larger and 
prices are cheaper than a year ago. Ap- 
ples now are an outstanding example. 
Regardless of the moderate size of the 
present inventory of nearly all canned 
fruits and vegetables, these commodities 
need the stimulant of the only remedy 
worthwhile, which is greater skill in sell- 
ing at the retail level. And if you want 
more help from the wholesale grocery 
fraternity, you will certainly get it; but 
reciprocity is an essential ingredient. 


PRESERVE FREE ENTERPRISE 

There are a few other matters aside 
from the settlement of the steel and coal 
strikes which are important to indepen- 
dent wholesale and retail distributors 
if the full strength of the free competi- 
tive system of distribution is to be con- 
tinued. Not all, but most independent 
distributors feel that the Conference 
Report on the Basing Point Bill, which 
was passed by the House and was post- 
poned by the Senate, is bad legislation, 
and which my own Congressman, the 
Whip of the House Democratic majority. 
justified by saying “a little more good 
than bad;” that the Brokerage Bill, by 
whatever fine words it is decorated, 
would make for a return to an era of the 
evils of discrimination; that those who 
would let A. & P. get away with their 
public misrepresentations overlook the 
fact that lawsuits should be tried in our 
courts, who say that the primary func- 
tion of the anti-trust laws is to promote 
and protect competition; that no busi- 


(Continued on page 20) 
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EQUIPMENT 


For Canning Fanciest Cremogenized 
and Whole Kernel Corns: 


HUSKERS, CUTTERS, SILKERS, FLOTATION 
WASHERS, ROD-SHAKERS, CREMOGENIZERS, 
TRIMMERS, MACERATORS, SUCCULOMETERS, 
MATURITY SELECTORS, FEEDERS, CONVEYORS, 
CONSISTOMETERS, BELTINGS, PUMPS, MAGNETS, 
SANITARY PIPE, AND ACCESSORY EQUIPMENT 


.WESTMINSTER MD 
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THE 


METOMT 


Were you to see this machine in operation you'd 
be surprised with its operation. There is no ma- 
chine like it in the canning industry. It’s new... 
yet fully developed over the past two years in 
our laboratory and during the pea and corn 
packs operated commerically in a local canning 
plant. It comes to you thoroughly tested 
and proven. That’s why we proudly 
present it to you now ... and ask you 
to check the features emphasized here. 
We can't begin to tell the whole story 
An here . . . but we'll gladly send you 
complete details upon request 
At ] Write for them today. 

\ 

| 
i\t WILL HANDLE 

= All SIZE 
= CANS 
\N 


ELIMINATE 7 To Il MEN 


for each closing machine or 
canning line operation 


NO DAMAGE 


because there's no rough handling 
of cans by our method 


OOKIN M 


We rotate the discs in the retort 
during cooking cycle 


SAVE COOLING TIME 


Rotation during cooking cycle 
improves heat transfer 


DRAGE SPALE| 


Space tor both loaded and empty 
cans is not needed, as cans can be 


RESULT! 


Closer control of cooking . . . elimination of contamination through cooling in retort means a 
better product from appearance and flavors. 


The BOTT RETORT LOADER-UNLOADER takes the cans from the closing machine by an elevator 
and cableway directly to the retort where the cans are placed on rotating perforated discs in 
the retort. After these are loaded, retort is closed and canned food is cooked and cooled 
while in the retort. After cooling, retort is opened and cans are discharged from the rotating 
discs into another runway and conveyed directly to the labeling machine or boxer in the ware- 


house. 
BERLIN CHAPMAN COMPANY Berlin, Wisconsin 


Frocessing Machinery ALL FOOD 


fu 1U NELP yuu 
CANNING | LUT PRODULTION LOSTS 
BOTT 
iy | 
| 
| 
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FUNDERBURG BUYS SEARLE 
INTEREST 


H. W. Funderburg has purchased the 
interest of P. F. Searle in the Chicago 
food brokerage firm of Searle & Funder- 
burg, Inc. with offices in the Wrigley 
Building, and the company name has 
been changed to H. W. Funderburg, Inc. 

The Searle Brokerage Company with 
offices in the Roosevelt Building, India- 
napolis, which for the past 30 years has 
been solely owned by Mr. Searle, will 
continue to do a national field brokerage 
business as well as operate in the local 
territory. 


DON CALLAHAN JOINS CMI 
AS MERCHANDISING AIDE 


The appointment of Don Callahan as 
merchandising consultant of the Can 
Manufacturers Institute has been an- 
nounced by Harold H. Jaeger, Director 
of CMI’s Marketing Bureau. 

Mr. Callahan, whose headquarters will 
be at 60 E. 42nd St., New York, will con- 
tact canners groups and distributive 
trade factors. He will assist them in de- 
veloping plans for the merchandising of 
canned foods and other can-packaged 
products. 

He comes to CMI with over 10 years of 
experience in advertising, sales and mer- 
chandising. In the past he has held the 
positions of advertising manager of 
Blatz Brewing Co., Milwaukee; adver- 
tising manager of Dailey Mills, Olean, 
N. Y., manufacturer of animal and poul- 
try feeds and specialties; and sales man- 
ager of The Colonial Baking Co., Des 
Moines. 

He was at one time assistant advertis- 
ing manager of American Stores Co. of 
Philadelphia, and worked for the Great 
Atlantic & Pacific Tea Co. in a sales 
training program for store clerks. He 
also served in the merchandising and 
sales promotion department of The 
American Tobacco Co., New York. 

During the war, Mr. Callahan served 
in the Southwest Pacific and the Far 
East and later was commanding officer 
of the OSS in China, with the rank of 
Lieutenant Colonel. 


AD CAMPAIGN 


R. L. Wilson, Sales Manager of Minne- 
sota Consolidated Canneries, Inc., of 
Minneapolis, has announced a coast to 
coast advertising campaign for “Butter 
Kernel Corn” in Sunday Rotagravure 
sections in ten of the country’s leading 
markets. While corn will be featured, 
peas, peas and carrots, Succotash, and 
pumpkin pi-mix will come in for mention. 
The campaign, which will get under way 
this month, will continue through 1950. 
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NEWS AND PERSONALS 


HEADS CHEMICAL SOCIETY 
COMMITTEE 


L. E. Clifeorn, Director of the Product 
and Process Research Division of Con- 
tinental Can Company, Chicago, has been 
elected Chairman of the American Chem- 
ical Society Division of Agriculture and 
Food Chemists to succeed Carl E. Fel- 
lers, head of the Deparment of Food 
Technology, University of Massachu- 
setts, and President of the Institute of 
Food Technologists. 


U. S. AMPLIFIES FOOD EXPORT 
PROGRAM 


The Department of Agriculture, No- 
vember 4, announced that its export pay- 
ment program for apples and winter 
pears, which was announced on October 
13, has been amplified to include most of 
the dependencies of countries participat- 
ing in the European Recovery Program. 
Such areas have previously been ineligi- 
ble. Exports of apples tray-packed in 
specified wooden apple boxes are also 
eligible for export payments. 


S. F. BROKERS PLAN FOR 
CONVENTION 


As a preliminary warm-up to the an- 
nual convention of the National Food 
Brokers Association to be held at Atlan- 
tic City in January, a group of food 
brokers of the San Francisco Bay area 
gathered at the Orinda Club, Orinda, 
California, early in November for a golf 
tournament and dinner. The event was 
the tenth annual meeting of the group, 
and plans were made for attending the 
convention, with a stop-over enroute at 
Sun Valley, Idaho. 


CANADIAN PACKERS ELECT 
SECRETARY 


A. J. E. Child has been elected Secre- 
tary and Assistant Treasurer of the 
Canadian Packers, Ltd., succeeding C. 
Wadge, who has retired, but who con- 
tinues as a Director. S. G. Bennett, Vice- 
President of the firm had erroneously 
been reported to have been elected Secre. 
tary. 


HEADS C OF C COMMITTEE 


Merrill G. Koser, Manager of Fair- 
mont Foods Company, Barker, New 
York, has been appointed Chairman of 
the Domestic Trade Committee of the 
Buffalo Chamber of Commerce. 


CLOVER FARM DATES 


Headquarters of the Clover Farm 
Stores has announced that the 24th Na- 
tional Convention of the group will be 
held at the Hotel Carter in Cleveland, 
October 2 and 3, 1950. Some 1200 Clover 
Farm retailers, wholesalers and manu- 
facturers attended the convention held in 
Cleveland last month, said to be more 
instructive and beneficial than ever be- 
fore. 


CHANGES BRAND NAME 


The Forest Grove Prune Co-operative, 
Forest Grove, Oregon has changed the 
brand name of its canned product from 
“Mistland” to “Tru-West”. The Co-op- 
erative is shipping 750 tons of its prod- 
uct to Sweden, where “mist” means 
manure. 


1949 CORN PACK IN ACTUAL CASES 
Compiled by N.C.A. Division of Statistics 


State 1948 1949 
Maryland atid Delaware 2,405,686 1,936,118 


The above report is a summary of the pack of sweet corn including all firms 
known to have been packing in 1949, together with estimates for ten (10) 
packers not reporting. The total pack, basis 24/2’s, was 29,795,000 cases for 
1949 compared with 31,483,000 cases for 1948. November 10, 1949. 
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CONVENTION NEWS: 
YES, IT’S ROMBERG 


Official announcement came this week 
from the Canning Machinery & Supplies 
Association confirming the report that 
Sigmund Romberg will entertain at the 
National Convention in Atlantic City on 
Sunday evening, January 29. Reason 
for the switch from Fred Waring was 
because of his television contract for 
Sunday evenings. 


F & D MEN TO MEET 


The Central Atlantic States Associa- 
tion of Food and Drug Officials will hold 
its annual meeting at the Chalfont Hotel, 
Atlantic City, New Jersey, May 24, 25 
and 26, 1950, Secretary L. L. Lusby has 
announced. The association maintains 
offices in Room 1200, 201 Varick Street, 
New York 14. 


FOOD PROCESSING CONFERENCE 


The Second Annual Food Processing 
Conference, sponsored by the New York 
State Experiment Station at Geneva, will 
be held on Wednesday, November 16. In- 
cluded in the program will be a talk by 
V. 8S. Troy of Continental Can Company 
on the “Relation of Plant Management 
and the Analyst in Controlling Mold in 
Tomato Products”. F. F. Hill, head of 
the Department of Agricultural Econom- 
ics at Cornell, will speak at the luncheon 
at noon; and T. M. Rector, Vice-Presi- 
dent in Charge of Research and Devel- 
opment of General Foods Corporation, 
New York, will address the group at the 
evening banquet at the Geneva Country 
Club, on the subject of “Research Needs 
in the Food Industry”. Other talks of 
special interest to processors have been 
scheduled throughout the day. 


BLOODWORTH HEADS FLORIDA 
LEAGUE 


J. Logan Bloodworth, Cherokee Prod- 
ucts Company, Fort Pierce, Florida, has 
heen elected to succeed C. Rouss May, 
Southern Division Manager for the Hills 
vothers Company, Bartow, Florida, as 
l'vesident of the Canners League of Flor- 
ida. Mr. Bloodworth is also a member 
of the Board of Directors of the National 
Canners Association, and was recently 
clected First Vice President of the Flor- 
ila Canners Association. Other League 
officers elected included: R. C. Lewis, 
lsordo Products Company, Winter Haven, 
Vice President; and Garland C. Norris, 
Vice President. Reelected for 
another year were: George Gooding, 
(alifornia Packing Corporation, Tampa, 
Vice President; Charles McCartney, 
Stokely Foods, Inc., Tampa, Treasurer; 
‘nd Homer E. Hooks, Lakeland, Secre- 
\ary-Manager. 
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FAST, 


OF GREEN CROP HARVESTING 


LIGHT WEIGHT 


MACHINES HARVEST CROPS AT 


With the fast, light weight HUME 
TRACTOR-ROWER you cut a 
wide swath at high speed — cut- 
ting and windrowing in one op- 
eration. And there is no “roping” 
of vines as they are windrowed, to 
slow down feeding operations. 
Vines drop as they are cut, from 
the draper type cross conveyor, 
forming an easy-to-load, easy to 
feed windrow. Whether your crop 
is thick or thin, tall or short, wet 
or dry — on sandy, stony, dry or 
wet soil, the TRACTOR-ROWER 
will get it all and get it fast. The 
HUMETHOD of Green Crop Har- 
vesting is the all-weather harvest- 
ing method. 


WRITE today for the new harvesting study, 
The Two-Stage HUMETHOD of Green 
Crop Harvesting, covering the newest tech- 
niques, the newest equipment. 


PEAK QUALITY 


High-speed partner of the TRAC- 
TOR-ROWER is the GREEN 
CROP LOADER. It picks up the 
neatly loaded vines at speeds up 
to one ton every 90 seconds. The 
GREEN CROP LOADER is light, 
rugged, can be pulled by a light- 
weight, high speed tractor. Wet 
land, wet crops, stony ground, un- 
even terrain are common condi- 
tions that this GREEN CROP 
LOADER was designed to meet. 
Use the Two-Stage HUMETHOD 
of Green Crop Harvesting to get 
all your crop, at peak quality, at 
minimum costs, The savings real- 


ized may amount to as much as 
40%! 


HD. menvora, 


Designers and Manufacturers of Special Harvesting Equipment 
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ILLINOIS PROGRAM 


The program for the Annual Conven- 
tion of the Illinois Canners Association, 
to be held at the Bismarck Hotel, Chi- 
cago, November 14 and 15, will get un- 
der way immediately following the noon 
luncheon, with President L. H. Schlecht 
presiding. 

A number of important subjects will 
come up for discussion. Among the 
speakers will be John F. McGovern, 
President of the National Canners Asso- 
ciation, and Honorable Leo E. Allen, 
Congressman from Illinois. I. E. Parrett 
of the Illinois Agricultural Association, 
will speak on the National Farm Pro- 
gram and its effect on the canning crop 
preducts. James Black of S & R Fine 
Foods will take as his subject ‘“Market- 
ing in Tins and Glass”; and M. R. 
Stephens of the Food & Drug Adminis- 
tration, will speak on the canning indus- 
try and the Federal Food Law. 

The banquet will be held on Monday 
evening. 

There will be a closed session for can- 
ner-members beginning at 10 o’clock on 
Tuesday morning. 


PENNSYLVANIA PROGRAM 


The Pennsylvania Canners Association 
have just announced the final and com- 
plete details of their 35th Annual Con- 
vention to be held at the Penn Harris 
Hotel, Harrisburg, on November 21 and 
22, 1949. 

In attendance and representing the 
National Canners Association will be 
John H. McGovern, President of the 
National Canners Association; Carlos 
Campbell, NCA’s Secretary, and Nelson 
Budd, Information Director of the NCA. 

The Pennsylvania meeting will be 
opened at 10:00 on Monday morning, 
November 21, by Theodore Roosevelt ITI, 
Secretary of Commerce of the Common- 
wealth of Pennsylvania, and will be fol- 
lowed by Gordon Corbaley, President of 
the American Institute of Food Distribu- 
tion, who will spearhead the Convention 
theme on the subject of—OUTLOOK 
FOR FOOD SALES IN 1950. Carrying 
on the sales challenge theme will be 
James A. Weaver, broker of Lancaster, 
Pennsylvania; William E. Morrison of 
the C. H. Musselman Company, Bigler- 
ville; Jack Sacks of the Washington 
Post; and, George V. Rountree of Chi- 
cago. 

Unofficially presiding at the Pennsyl- 
vania meeting will be Watson Rogers, 
President of the National Food Brokers 
Association, who on Tuesday morning, 
November 22, will review the outstand- 
ing points made by each of the previous 
speakers, and tie together the thoughts 
as expressed during the Convention. 


OZARK DATES 


Secretary F. R. Spurgin has announced 
that the 42nd Annual Convention of the 
Ozark Canners Association will be held 
at the Colonial Hotel, Springfield, Mis- 
souri, February 9 and 10, 1950. 
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IOWA-NEBRASKA PROGRAM 


Secretary Roy Chard has announced a 
well rounded program for the Iowa- 
Nebraska Canners Association Meeting 
which will be held at the Hotel Savery 
at Des Moines, November 21 and 22. A 
Business Session will be held on the 
morning of the 21st beginning at 9:30 
A. M., with a number of technical talks 
after the noon luncheon when Dr. E. S. 
Haber, Iowa State College, will report 
on field performance of hybrids in 1949; 
Dr. Lilly of Iowa State will report on 
results in controlling corn borer this 
past season; and Dr. R. E. L. Tischer, 
also of State College, will speak on can- 
ned corn grading and research. The 
banquet will be held in the evening. 


Tuesday morning will be devoted to a 
closed session and sample cutting. New 
officers will be installed and the new 
Board of Directors will meet immediately 
following adjournment of the general 
session. 


FREEZERS PLANS 


Production techniques and research 
and standards will be subjects of the 
symposia to be sponsored by the Nation- 
al Association of Frozen Food Packers 
at the 1950 Frozen Food Industry Con- 
vention, to be held at the Congress Hotel 
in Chicago, January 31 to February 3, 
1950. 


The Program Committee is securing 
well known industry authorities to take 
part in the panel discussions which will 
be a feature of the program now being 
arranged for all segments of the indus- 
try. Additional panel discussions on 
marketing, sales and related problems 
are also being arranged and all indica- 
tions point to another highly successful 
gathering. 


Room reservations will be made’ this 
year through a Convention Housing 
Committee at the Congress Hotel. 


TWO WEEK’S SCHOOL FOR 
NEW YORK FIELDMEN 


NOVEMBER 28-DECEMBER 9 

A two week’s school for the fieldmen 
of the New York canners and freezers 
will be conducted by the Agricultural 
College of Cornell, November 28 to De- 
cember 9 inclusive. This will be the third 
annual school, with two sets of courses. 
One group will be returning for their 
third year and the other for their sec- 
ond. These courses were instigated at 
the request of and are under the general 
direction of the Agricultural Committee 
of the New York Canners Association. 
Winifred D. Tyler of Curtice Brothers 
Company of Rochester is general chair- 
man of this year’s committee. Detailed 
plans have been developed by cooperation 
of their committee with the staff of the 
College of Agriculture. Professor C. B. 
Raymond, Extension Specialist in Vege- 
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table Crops, with Professor A. W. Gib- 
son, Director of resident instruction as 
chairman, is in general charge of details 
and fitting together the plans for both 
the courses. 

Thirty fieldmen of New York Process- 
ing firms are enrolled to return for their 
third year. They will have laboratory 
and discussion classes in Agricultural 
Engineering and Agronomy. Dr. F. F. 
Hill, head of the department of Agricul- 
tural Economics, will take charge of the 
course in that subject, covering the broad 
aspects of public problems in agriculture 
dealing with such topics as parity, sub- 
sidies, the Aiken plan, Brannon plan, or 
any other that may be in the offing at 
this time. Insecticides, their usage, and 
residue on various crops will occupy an- 
other period. The other two courses will 
deal with Plant Breeding and Canner’s 
Views. Bcth of these will be handled by 
speakers connected with the respective 
industries of seed production and pro- 
cessing. 

The second year class will have joint 
courses with their upper classmen in 
Agricultural Engineering and Plant 
Breeding. They will also have courses in 
Entomology and Agronomy, but both will 
deal with different phases of the subjects 
than the approach in the third year class. 
The other classes are Meteorology and 
Plant Pathology. Enrollment in these 
short courses is by advance registration 
with the New York Canners Association 
and unfortunately has to be limited to 
the number that can be accommodated in 
the laboratories. 


WISCONSIN CANNERS STUDY 
SALES PROBLEMS 


(Continued from page 7) 

now going up at the university, will be 
devoted to foods work, Dr. Weckel re- 
ported. With more space, more courses 
can be offered and more students accom- 
modated, he said. Also there’ll be more 
facilities for research which attracts 
students and stimulates teaching, he 
added. Facilities equal to those provided 
in the building for food processors, 
would cost a million dollars, he said. The 
building now 1% finished is scheduled for 
completion in January 1951. 

One out of eleven workers in the state 
in factories hiring more than six people 
work in food processing plants, Dr. 
Weckel said. 

Wisconsin canners have a vital stake 
in the program being developed at the 
university, he feels. They will be in a 
position now to undertake collectiv> 
study of processing problems they could 
not tackle before. An employer of many 
of the graduates, the canning industry 
is also in a position to encouraze and 
help young high school men, employed 
by canners in the summer months, to 
take the course, he pointed cut. 


GROUP EMPLOYEE INSURANCE 
Representatives of the Time Insurance 
Co. presented the details of a group 
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health and accident insurance program 
for full time cannery employees. The 
association, after careful consideration 
had selected this plan as offering the 
best buy in this type of insurance. While 
no recommendations were made as to 
the exact percentage, it was suggested 
that the employee pay at least a part of 
the cost. 


MERCHANDISING THRU 
WHOLESALERS 


When the customer speaks, it pays 
dividends to listen. Most of the talk 
delivered by Mr. Chas. I. Ragland, presi- 
dent of the United States Wholesale Gro- 
cers Association is reproduced on another 
page of this issue. Our editor has taken 
the liberty of commenting briefly in his 
column, on page 5. Any further com- 
ments here would be superfluous. 


TELLING THE WORLD 
EFFECTIVELY 


Following one of the Hotel Schroeder’s 
excellent luncheons, Arthur H. Brayton, 
Secretary of the Des Moines Convention 
Bureau and well known after-dinner 
speaker, ably furnished the lighter side 
of the formal program. His audience re- 
ceived him with enthusiasm. Telling the 
world effectively, he illustrated with a 


thousand and one witticisms, is all in the 
presentation. 


CANNER-BROKER-DISTRIBUTOR 
RELATIONS 


The panel discussion with J. B. Weix 
as moderator—J. P. Kraemer and Robert 
Baker representing canners, Wm. H. 
Ross of Leininger Co. representing the 
Broker and Roy A. Johnson of Roundy, 
Peckham & Dexter representing the 
Wholesaler, didn’t exactly come up with 
clear cut solutions. It did however, raise 
and consider a number of important 
questions chief of which had to do with 
the brokers position in the scheme of 
things. Despite a rather general acknowl- 
edgment of the brokers predicament in 
handling truckload and less than truck- 
load orders, some serious charges were 
laid against him. All parties were losing 
money because shelves are not stocked. 
Retail work by the brokers, it was said, 
would help that small order situation. 
The canner was held responsible for a 
situation that permits a large number 
of food brokers with relatively few 
“good” ones. It’s the canners job to be 
more selective and thus weed out the 
less efficient who it is charged tend to 
break down the price level rather than 
serve the canner. Canners were told how 
the Wholesaler appreciates commodity 


merchandising assistance and urged to 
support these drives and take an active 
interest in carrying them thru to the 
consumer. The broker, too, was encour- 
aged to tie in with these efforts. 


ENTERTAINMENT 

In addition to the regular entertain- 
ment features—the Continental Can Co. 
cocktail party and Machinery and Sup- 
plies Association dinner dance—the Wis- 
consin branch of the Old Guard Society 
attracted some 125 oldsters for dinner. 
Jovial Bill Schorer, President of Sauk 
City Canning Company, Sauk City, Wis- 
consin, and President of the National 
Association, presided like a master. He 
introduced past presidents Fred Stare 
and A. F. Schroeder and veteran member 
Bill Christel. A feature of the evening 
was the presentation of pins to 19 new 
members and a diamond pin to Walter 
G. Glascoff, veteran Wisconsin canner of 
Canned Foods, Inc., Waupun, Wis. Mr. 
Glascoff took pains to point out that he 
started at a very tender age. 


FIELD MEN’S CONFERENCE 


The Annual Processors Field Men’s 
Conference is scheduled to be held at 
Michigan State College, East Lansing, 
January 10, 11 and 12, 1950. 


Round the country you will find nearly 2000 of these 
modern, heavy-duty fillers. In round-the-clock and practi- 
cally round-the-year operation, they are daily proving M&S 
Fillers’ remarkable ability to perform speedily—efficiently 
—accurately—economically—under the gruelling punish- 
ment of continuous, canning plant production. 

They are typical of the complete FMC line of machines, 
for faster, lower-cost filling of a “hundred and one” 
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Faster Filling 
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products from apples to zwieback, and then some. 
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ones.” FMC Know-How will work them out for you. 
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WEEKLY REVIEW 


Market Inactive—Citrus Unsettled As New 

Law Is Upheld—Some Activity On Corn— 

Routine Trading On Other Commodities 
—Study Stock Reports 


THE SITUATION—Except for al- 
most daily offers and withdrawals of 
Florida orange juice, there’s little excite- 
ment in the Canned foods market as 
trading continues on a week to week 
basis with prices holding relatively firm. 
The new maturity laws on Florida Citrus 
have been upheld in the Federal courts 
and the laws are now being enforced. 
They prohibit the shipment of green, 
immature fruit. No prices have as yet 
been named on grapefruit or blended 
juice and the market on orange juice is 
far from established. 

Pasco has the following to say about 
the price situation. “The present citrus 
pricing structure is not firm. A declin- 
ing market which we have now, entails 
unnecessary costs to the retailer, the job- 
ber and the canner. We see no reason 
to expose all of us to this hazard. We 
are not offering price protection. Why? 
In a declining market with price protec- 
tion, the cost is borne only by the can- 
ner. Price protection should be used as 
a stabilizing influence. Its value in this 
type of market is nil. We realize that 
without this protection, prices must 
begin at the proper level. Pasco will 
start packing when high quality raw 
fruit is available in volume.” 


CORN—Some little activity was noted 
in corn which seems in better demand 
due to the merchandising drive now on. 
“We shipped more corn the past two 
weeks, than we shipped the previous two 
months,” writes one canner. “Just this 
week (last), he continues, had six 
instances where buyers call on the tele- 
phone to get corn the next day.” Latest 
reports are that the drive will continue 
well on into December. 


STOCK REPORT—The trade studied 
carefully the Department of Commerce 
report of packs and probable supply 
issued during the week. According to the 
report total supplies of canned fruits 
will be larger in the 1949 season than a 
year ago in almost all categories except 
apricots, but major vegetable packs are 
below the 1948 output for everything but 
snap beans. 


Canned juices also will be more scarce 
than a year ago and virtual clean-ups of 
citrus juices more than offset increases 
in the carryover of tomato and pineapple 
juices according to the report. 

The department estimates that the 
1949-50 output of five major canned 
juices will be less than 80,000,000 cases 
compared to 84,000,000 to 86,000,000 in 
the last two years. 
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Baby food production through August 
was running 3 per cent ahead of the 
same 1948 months. Estimated packs of 
major fruits were reported as follows: 
Apricots, 2,375,000 cases in 1949 com- 
pared to 4,767,000 in 1948; red pit cher- 
ries, 2,606,000 compared to 2,714,000; 
sweet cherries, 1,678,000 compared to 
839,000; mixed fruits, 6,100,000 com- 
pared to 10,955,000; peaches, 19,000,000 
compared to 17,569,000; pears 5,500,000 
compared to 3,811,000; pineapple, 13,- 
250,000 compared to 13,114,000. 

The reduction in the mixed fruit pack, 
Commerce said, will put this category 
well down from the surplus level of last 
season. The extent to which apples and 
applesauce exceed their 1948-49 outputs 
will determine the final aggregate pack 
comparison with last year. 


Estimates of the pack for major vege- 
tables are: Asparagus, 4,418,000 cases in 
1949 compared to 3,620,000 in 1948; 
beans, 17,500,000 compared to 15,173,000; 
corn, 29,500,000 compared to 31,483,000; 
peas, 23,468,000 compared to 23,356,000; 
tomatoes, 22,500,000 compared to 24,- 
393,000. 


NEW YORK MARKET 


Holidays Slow Trade—No Immediate Change 
Foreseen—Tomato Canners Standing Pat On 
Prices — More Buying Interest On Lower 
Grade Corn — Fancy Peas Cleaning Up, 
Standards Offered Liberally—Unsatisfactory 
Price Picture Cuts Eastern Spinach Pack— 
Trial Balloons On Citrus—Cling Peach Mar- 
ket Eased — Holes Appearing In Apricot 
Price Lists — Cocktail Strong — Pineapple 
Stocks Accumulating—Salmon Buying 
Limited—Tuna Unsettled. 


By “New York Stater” 


New York, November 11, 1949 


THE SITUATION—The double holi- 
days this week effectively cut into can- 
ned foods trading operations, and over- 
all volume continued of small propor- 
tions. Weakness continues in the canned 
fish list, and corn has also developed a 
softer undertone. There is some jockey- 
ing around on pricing the new Florida 
citrus pack, but the rank and file of can- 
ners have not yet made known their price 
views, and hence buyers are marking 
time. 


THE OUTLOOK—Despite the relative 
clarity of the canned foods supply, de- 
mand, and price situation, other eco- 
nomic factors continue to react against 
any real broadening in trading opera- 
tions. Distributors are still holding down 
inventories, and apparently are intent 
upon a good cash showing when their 
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books are balanced at the close of the 
year. This means that canner carry- 
overs will be larger than had been an- 
ticipated, and points a return to some- 
thing more like the old-time January 
movement of canned foods when conven- 
tion time rolls ’round. 


TOMATOES — Canners have realized 
the futility of attempting to boom sales, 
and are currently standing pat on the 
market, filling the day-to-day small-lot 
orders which reach them, and waiting 
for a possible upturn in the early part 
of 1950. For prompt shipment, southern 
canners continue to offer standard 2s at 
anywhere from $1.15 to $1.25, as to can- 
ner and brand. The situation on the 
Coast is showing strength, and recent 
price mark-ups are being maintained. 
Juice demand is picking up a little, and 
the market is showing a fairly firm tone 
in all areas. 


CORN—With pack reports indicating 
that the total 1949 yield will go above 
previous expectations, canners have 
shown more willingness to consider bids, 
and the market for fancy in the midwest 
is now ranging $1.40 to $1.50, f.o.b. 
Southern canners generally are holding 
firmly at previously listed prices, how- 
ever. More buying interest is reported 
in some quarters on standards and extra 
standards. 


PEAS — While there were no price 
changes reported during the week the 
market for peas is taking on a firmer 
tone on the smaller sieves, and canner 
reports indicate that the market is get- 
ting closely sold up on fancy grades. 
Meanwhile, however, standards are of- 
fered liberally, with most buyers oper- 
ating on a week-to-week basis in replace- 
ments. 


SPINACH — Unsatisfactory selling 
prices for the canned product have cut 
into eastern fall spinach canning opera- 
tions, and the market is in rather a nom- 
inal position at the moment. 


CITRUS—Florida canners continue to 
put out price “trial balloons” but it is 
too early yet for the market to take real 
shape, pricewise. If current trends con- 
tinue, however, the new season’s pack 
will be marketed on an extremely com- 
petitive basis. Meanwhile, reports from 
California note a strong market for cit- 
rus, with valencia orange juice firm at 
$1.70 for 2s and $3.80 for 46-ounce, while 
grapefruit juice lists at $1.45 and $3.15, 
and blended juice at $1.50 and $3.25, all 
f.o.b. canneries. 


PEACHES — The market for cling 
peaches has eased a little on the Coast, 
and canners are now quoting 2'%s for 
prompt shipment down to $2.00 for 
halves and $2.05 for sliced, f.o.b. Prices 
are showing a steady tone on the remain- 
der of the cling peach line, however. On 
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Elberta freestones, canners are quoting 
fancy at $2.00 for 1s and $3.05 for 2%s, 
with choice at $1.55 and $2.60, respec- 
tively. Limited quantities of Lovell free- 
stones are reported available at $1.30 
for choice halves, 1s, with 2% listed at 
$1.85 for standards and $2.05 for choice. 


APRICOTS—Canners’ price lists are 
showing more “holes” as various sizes 
and grades clean up, and the market is 
in steady position. For prompt shipment 
2's were offering this week at $2.55 for 
fancy, $2.20 for choice, and $2.10 for 
standards, with 1s at $1.65 for fancy, 
$1.35 for choice, and $1.25 for standards, 
f.o.b. canneries. 


COCKTAIL—Canner holdings of new 
pack fruit cocktail on the coast are 
dwindling steadily, and the market is 
strong. For 2%s, competitive canners 
quote fancy in extra heavy syrup at 
$3.00, with fancy in heavy syrup rang- 
ing $2.92% to $2.95, and choice in heavy 
syrup at $2.90. 


PEARS—Only limited demand is re- 
ported for new pack pears, and offerings 
on 2%s are reported this week at $2.85 
for fancy, $2.55 for .choice, $2.35 for 
standards, and $2.00 for water, all f.o.b. 
California canneries. 


PINEAPPLE — With the return of 
normal shipping conditions, pineapple 
stocks are accumulating, and the market 
is not as strong as has been the case for 
many months. Buyers are deferring ad- 
ditional commitments in the expectation 
that resale offerings may develop in the 
case of some distributors who find cur- 
rent inventories large. 


SALMON—New buying in the salmon 
market has continued extremely limited, 
and the market undertone is easy, al- 
though no further price revisions have 
developed in primary markets. Many 
Puget Sound canneries closed their fall 
runs early, due to the unsatisfactory 
position of the market and sharp price 
competition from Alaskan offerings. 


SARDINES—With canning operations 
in Maine nearing an end, the market 
continues held on a $7 basis, under light 
demand. Pack reports indicate that the 
total for the season will go over last 
year’s. 


TUNA—Notwithstanding curtailment 
of packing operations in California, the 
market continues in unsettled position, 
and prices are nominal in many in- 
stances. Many canners have instructed 
their fishing fleets to discontinue further 
operations, due to the unsatisfactory 
price position for the canned article. 


CHICAGO MARKET 


Strikes Having Their Effect On Market—To- 

mato Market Quiet —- Corn Unchanged — 

Standard Peas Cleaning Up—Salmon Quiet 
But Firm—Fruit Rather Slow. 


By “Midwest” 
Chicago, Ill., Nov. 8, 1949 


THE MARKET — Business continues 
to be quite slow in Chicago this week 
again, and there isn’t much in the way 
of new developments. Most of the trade 
here are hopeful that the break in the 
steel strike situation presages a complete 
settlement of that strike and that the 
coal strike will also be over in the rea- 
sonable future, at which time they ex- 
pect business to show a marked upturn. 
There is no question but what the strike 
has showed a definite effect in parts of 
the city here on the grocery business at 
the retail level, and there is also, of 
course, the traditional seasonal slowdown 
in the regular line of canned foods now, 
as holiday items come to the fore. In 
any event, business, while satisfactory in 
total, remains rather dull and all buyers 
are still concentrating heavily on holding 
down their inventories of all items and 
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where orders are available they are of 
the small, strictly replacement, variety. 


TOMATOES—The tomato market is 
quiet, with not much change in price, 
with No. 2 extra standards being quoted 
at about $1.50 and No. 2 standards at 
around $1.25 to $1.35. 46 oz. strictly 
fancy tomato juice is generally available 
at around $2.25 f.o.b. factory. There 
are some lower offerings than this level 
but in most cases they represent juice of 
a quality which would not be considered 
strictly fancy by most of the trade here. 
The price on catsup continues at about 
$1.45 for fancy and about $1.30 for extra 
standard, both in 14 oz. 


CRANBERRY SAUCE — There has 
been a decline in the market on private 
label cranberry sauce here to a level 
of about $1.20 f.o.b. Eastern factory. 
This, of course, has effected an increase 
in the spread between the cost on private 
label brands and the advertised brands, 
which are still holding at about $1.50 
f.o.b. Wisconsin factory. The movement 
on cranberry sauce under private label 
in the market this year has been good, 
and the lowering in price is due more to 
a competitive situation among cranberry 
sauce canners than to a lack of busi- 
ness on the item in the market. 


CORN—The corn market remains very 
quiet, with no changes in price. No. 2 
strictly fancy golden cream style corn 
is quoted at around $1.40 to $1.45, with 
No. 2 fancy whole kernel at around the 
same figure. No. 10 strictly fancy qual- 
ity whole kernel is going at around $8.00 
f.o.b. factory, and there is some reported- 
ly very good extra standard quoted at 
$7.00 to $7.25, f.o.b. factory. No. 2 extra 
standard cream style is reportedly of- 
fered at around $1.20 to $1.25, and No. 
2 standard at around $1.05 to $1.10. 


PEAS—The pea market is also rather 
quiet at this point, with No. 2 standard 
peas pretty well cleaned up, although 
some No. 2 tins of standard 3s are re- 
portedly available at around $1.10. No. 
2 extra standard 3s are quoted at around 
$1.25, while 8 oz. extra standard 4s are 
reportedly available at about 75c factory, 
and extra standard 3s at about 80c fac- 
tory. 


SALMON — The salmon market con- 
tinues extremely quiet here, with all mar- 
ket levels apparently holding quite firm. 
Tall reds are pretty well out of the pic- 
ture, and on any small lots available, the 
price would run upwards from $26.00. 
Tall pinks are holding firm at $16.00 
f.o.b. coast, and chums are reportedly 
offered at $15.00 coast. Tall medium 
reds are quoted at around $20.00 to 
$21.00, with halves at about $12.50. %# 
Puget Sound sockeyes are showing a 
little movement at prices reported from 
$16.00 to $16.50 on strictly top quality 
fancy halves. 
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Its pays to use 
SOLUBLE FERTILIZER VHPF 


The Original 
Starter Solution and Nutritional Spray 

VHPF is a complete plant food containing 
all necessary major and minor elements plus 
hormones scientifically compounded for opti- 
mum results. It can be used in transplant- 

ers, spray and irrigation equipment. 

If you spray or dust 


You should know about the complete 
MILLER line of Insecticides, Fungicides and 
Weed Killers. 


Write for descriptive booklets and prices 
or see your nearest dealer. 
MILLER CHEMICAL & FERTILIZER CORP. 
1000 South Caroline Street 
BALTIMORE 31, MARYLAND 


CALIFORNIA FRUITS —California 
fruits have been moving rather slowly 
here, and the market has been maintain- 
ing an even keel. No. 2% standard halves 
yellow cling peaches generally 
quoted at about $1.95, with No. 2% 
choice at $2.10 to $2.15 f.o.b. coast. No. 
2% choice fruit cocktail is still quoted 
at about $2.95, with 8 oz. at about $1.10, 
and there has been a little movement in 
progress. Apricots are rather thorough- 
ly cleaned up in desirable sizes and 
grades, and there is some inquiry for 
specific items in this commodity. 


SPINACH — There has also been a 
little business going on on California 
spinach which has been sold at levels 
from $1.20 to $1.30 for No. 2s and $1.50 
to $1.60 on No. 2%s, with No. 10s at 
around $5.00. 


CALIFORNIA MARKET 


Market Generally Firm—Distributors Replac- 
ing Low Warehouse Stocks—Good Demand 
For Fruits—Olive Prices Named—lInterest 
In Spinach—Asparagus Shipment Heavy— 
Sardine Landings Heavy, Market Weak. 


By “Berkeley” 


Berkeley, Calif., Nov. 7, 1949 


THE SITUATION—One of the most 
encouraging features of the market is 
the growing desire of distributors to get 
purchases into their warehouses. This 
is in distinct contrast to the situation a 
year ago when canners were compelled 
to carry the load. Prices at that time 
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were commencing to soften, while now 
the reverse is true on much of the list. 
The most pleasing news from distribut- 
ing centers is that inventories are quite 
low and that the goods being ordered 
out so freely are to meet immediate re- 
quirements. Fruits generally are quite 
firm, with a substantial part of the pack 
already sold; vegetables are in good 
shape, although a heavier than expected 
pack of tomatoes has been made, leaving 
fish probably the weakest item in the list, 
with prices on the downward side and 
buying limited. 


FRUITS — The demand for canned 
pears has rather exceeded expectations 
and much of the fruit is selling at slight- 
ly higher prices than those quoted as the 
canning season got under way. One large 
canner booked a substantial early busi- 
ness, offering a discount on September 
and October deliveries. The formal open- 
ing list went into effect the first of No- 
vember, with some items priced at 20 
cents a dozen higher than those for early 
delivery. Other canners are expressing 
regret that they did not make a larger 
pack, which could have been done so 
easily, since the California crop was the 
largest on record. Prices are largely at 
$2.85-$3.00 for No. 2% fancy, with choice 
quoted at $2.70-$2.95 and standard at 
$2.40-$2.50. There are persistent reports 
of purchases of No. 2% choice halves 
cling peaches at $2.00, but the lowest 
quotations here seem to be $2.10, with 
these ranging up to $2.35. Apricots are 
staging a real comeback and the indica- 
tions are that there will be the closest 
cleanup on this fruit in several years. 


Specialties in the canned fruit list are 
commencing to receive added attention 
and early in November the California 
Packing Corporation brought out open- 
ing prices on its Del Monte pack of 
stewed dried prunes in glass. The No. 
303 size is priced at $1.70 a dozen and 
the No. 2% at $2.60. Prices on prune 
juice are expected at an early date. 


OLIVES — Prices on California ripe 
olives for November and December deliv- 
ery have been made by Libby, McNeill 
& Libby, with these guaranteed against 
formal opening prices when named. The 
line of this firm is rather shorter than 
that of some others, its King size being 
a blend of Colossal, Jumbo and Giant 
olives. Its prices for early delivery are: 
Buffet, Medium, $6.20; No. 1, Super 
Colossal, $7.80; No. 1, King, $6.50; No. 1, 
Mammoth, $5.60; No. 1, Extra Large, 
$5.40; No. 1, Medium, $4.70; No. 1, 
Small, $4.00; No. 1 Large Pitted, $6.00, 
and 4'%-oz., Chopped, $3.20. The olive 
crop is a smaller one than last year, but 
a larger part of it may be canned than 
then. The pack for the 1948-49 season 
amounted to 937,066 cases on the basis 
of 48 No. 1 cans. This pack has been 
very closely sold up and a strong demand 
is materializing for the new pack. 
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SPINACH — Considerable interest is 
being shown in California winter pack 
spinach but the size of the pack is still 
a question. Seasonal rainfall to date has 
been very light and this has much to do 
with both quality and the size of out- 
put. Canners have been testing out the 
market, with some quoting the same 
prices as prevailing on spring pack, or 
$1.30 for No. 2, $1.60 for No. 2% and 
$5.25 on No. 10. However, there have 
been a few sales made at $1.20, $1.50 
and $5.00, respectively. Most of the 
spring pack has been sold and delivered. 


ASPARAGUS—Shipments of Califor- 
nia asparagus on order continue to be a 
feature, with the trade evidently pre- 
paring for a heavy holiday demand. New 
business is also coming in, with buyers 
forced to considerable shopping around 
to get their wants cared for in full. 
Prices so far are without change from 
those in effect at the close of the canning 
season, 


SARDINES—Heavy landings of sar- 
dines continue to be made at California 
ports, the catch for the season through 
November 2 amounting to 192,821 tons 
against 66,566 tons a year earlier. The 
latest figures on the canned pack placed 
this at 1,929,961 cases, but this was for 
the season to October 23. The market 
continues weak, with offerings of Novem- 
ber 1 ovals in tomato sauce at $5.00 a 
case receiving scant attention. Well 


known brands, however, sell up to $7.00. 
Some canners have withdrawn all offer- 
ings until the situation clears. 


OTHER FISH—The pack of tuna in 
California up to the end of September 
reached 5,089,830 cases for the year, with 
September accounting for 897,710 cases. 
The output of mackerel for the nine- 
month period amounted to 489,896 cases, 
with September making a near-record 
showing with 183,750 cases. Inventories 
are piling up and demand is slackening 
off under the pressure of competition 
from other fish products. 


CARROTS—The canning of carrots is 
getting under way in the Pacific North- 
west, with the yield reported as a little 
below expectations. Diced carrots are 
quoted at $1.05 for No. 2 and $4.60 for 
No. 10. 


SPONSORS BING CROSBY SHOW 


Minute Maid Corporation has renewed 
its sponsorship of “This is Bing Crosby” 
for Minute Maid Orange Juice for an- 
other 52 weeks over the CBS New York 
network, effective after the broadcast of 
Friday, November 18. The series is aired 
Monday through Friday, 10:00 to 10:15 
A.M. and features the great CBS star, 
who has his own network show Wednes- 
days 9:30 to 10:00 P.M. 


GULF STATES MARKET 


Good Weather For Shrimping — Reduced 
Freight Rates For The South—Canned 
Fish Facts. 


By “Bayou” 


Mobile, Ala., Nov. 10, 1949. 


SHRIMP—We’ve had some fine bright 
sun shiny days the past week with the 
thermometer dropping to 42 and 45 de- 
grees F, which is ideal for fishing when 
the north wind does not blow too hard. 
The fishermen have taken full advantage 
of the good days and like the proverb 
goes, “they have made hay while the sun 
shines.” However, pretty weather is not 
an indication that there are lots of 
shrimp, because the crustaceans too often 
move out to the deep waters of Gulf 
and incidentally evade the trawls of the 
fishermen. Nevertheless good weather 
peps up the fishermen to put out greater 
efforts to locate the shrimp in the shal- 
low waters of the Gulf near the shore 
as also the bays. 

Landings of shrimp for the week end- 
ing October 28, 1949 were as follows: 
Louisiana 5,252 barrels, including 4,208 
barrels for canning; Mississippi 1,265 
barrels, including 678 barrels for can- 
ning; Alabama 651 barrels, including 
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147 barrels for canning; Florida (Apala- 
chicola) 209 barrels, and Texas 1,679 
barrels. 

Total holdings of cold storage shrimp 
on November 2, 1949 was 2,497,814 
pounds. 

The canneries in Louisiana, Mississippi 
and Alabama reported that 30,208 stand- 
ard cases of shrimp were canned during 
the week ending October 29, 1949 which 
brought the pack for season to 389,489 
standard cases as compared with 423,992 
standard cases packed during the same 
period last season. 

The price of not Federal inspected 
canned shrimp in 5 ounce tins is $3.65 
per dozen for small; $4.00 for medium; 
$4.50 for large and $4.70 for jumbo, 
f.o.b. cannery. 


FREIGHT RATE—‘Reduced Charges 
Apply In Vast Area Of South, Approved 
By ICC.” A news item with the above 
caption appeared in The Mobile Press 
Register of November 6, 1949 which is 
quoted here below: 


“WASHINGTON — (AP) — Reduced 
freight rates will go into effect Monday 
on shipments of canned goods between 
points in a vast area of the South. 

Interstate Commerce Commission voted 
Friday against suspending reduced rates 
which the Southern railways proposed 
on such shipments. As a result, lower 
rates will become effective Monday on 
rail shipments of canned citrus, milk, 
corn, peas and tomatoes and other can- 
ned goods between points in an area em- 
bracing Florida, Georgia, Alabama, Mis- 
sissippi, Louisiana east of Mississippi 
River, Tennessee, Kentucky, North and 
South Carolina, and south Virginia. 


Percentages to Vary — Officials de- 
scribed the reductions as ‘substantial’ but 
specific figures were not available. They 
said the percentage cuts will vary, some 
short haul rates being reduced propor- 
tionately more than those on long hauls. 

At the same time the commission took 
action on two rate reductions proposed 
by the Southern Motor Carriers’ Rate 
Conference on motor shipments of canned 
goods between Southern points. 


An official said it suspended the motor 
carriers’ proposal to adopt rates similar 
to the railways’ reduced tariffs but to 
make them applicable only to shipments 
of 36,000 pounds or more. A _ hearing 
was ordered, at a date yet to be fixed 
to determine the legality of this proposal. 

The official added that the motor car- 
riers’ second proposal, to charge rates 
about 20 per cent higher than the rail- 
roads’ reduced tariffs on shipments of 
22,000 pounds or more, was allowed to 
go into effect. 

In proposing the reduced rates, it was 
said, the railroads pointed out that 
many canners were shipping their prod- 
ucts in their own trucks. One railway 
traffic man commented that the lower 
rates were proposed ‘to stimulate traffic 
and meet competition’, 
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‘We hope they’ll do it,” he said.” 


OUR FISH CANNING INDUSTRY 
—The following is quoted from the U.S. 
Fish and Wildlife Service, New Orleans 
of November 1, 1949: 

“Do you know— 

That more canned fishery products 
were packed in 1948 by canneries in the 
United States and Alaska than in any 
previous year except 1941.... 

That 489 plants canned fishery prod- 
ucts in 1948, and the total production 
was reported at 782 million pounds.... 

That these products were valued at 
$336,000,000 at the cannery, a new record 
for value of pack... . 


That packs of salmon, sardines, and 
tuna made up 72 per cent of the total 
quantity and 84 per cent of the value.... 

That 45 per cent of the total pack was 
produced in California, 25 per cent in 
Alaska, and 12 per cent in Maine... . 


That the ‘Natural’ oil in a can of fish 
is a source of vitamins A and D; the 
bones, a source of calcium and _ phos- 
phorus; the liquid, soluble minerals and 
proteins; and the flesh, protein, fat, min- 
eral matter and vitamins... . 

That the first record of seafood can- 
ning in this country is reported in 1815 
when salmon, lobsters, and oysters were 
packed in what is now known as Battery 
Park, New York City. ... 


That oysters were first canned com- 
mercially in Baltimore in 1844; salmon 
in California in 1864; turtle in Florida 
in 1866; menhaden on Long Island in 
1872; and sardines in Maine about 1877, 
and in California if 1896. ... 


That most pioneer canners packed 
primarily fishery products, and _ that 
fruits, vegetables, and preserves were 
only secondary items. ... 

That detailed statistics on the .1948 
pack with comparisons for previous 
years can be obtained upon request from 
the Fish and Wildlife Service, Wash- 
ington, D. C., by asking for CFS No. 497. 


PARROTT APPOINTS 
CHICAGO REPS 


Parrott & Company, San Francisco, 
has appointed McDonald & Pohn exclu- 
sive representatives for the company’s 
various lines of canned foods in the Chi- 
cago area effective as of November 1. 
Messrs. McDonald and Pohn are well 
known to the Chicago trade through 
former association with the Royal Blue 
Stores for a long number of years. 


MANUFACTURERS MEET 


Many prominent canning company 
executives will be among the delegates 
attending the annual convention of Gro- 
cery Manufacturers of America at the 
Waldorf-Astoria Hotel in New York this 
week. 


THE CANNING TRADE 


MERCHANDISING CANNED 
FOODS THROUGH WHOLESALE 
GROCERS 


(Continued from page 20) 

ness, regardless of its size and integra- 
tion, should be allowed because of such 
size and integration to constantly pursue 
restraints of trade and predatory prac- 
tices which are a low blow to the belt 
of modern competitive private enter- 
prise; that the subsidy program of both 
the Republican and Democratic parties 
in Congress will lead to a demand for 
the Brannan Plan next July and August; 
and that the combination of subsidies to 
producers on the one hand, and artificial 
lower prices to consumers on the other 
hand, plus a Governmental guarantee of 
paternalistic security from the cradle to 
the grave, is nothing less than an Ameri- 
can edition of the national socialism of 
England. First comes subsidies, second 
nationalization, third the welfare state, 
and after that a despotic destruction of 
life, liberty and the pursuit of happiness 
as industry, including organized labor, 
has known it. Our economic, our mental 
and our spiritual destiny is at a cross- 
roads. Shall we veer to the left, where 
the state is our master, or shall we 
march to the right along a road that is 
paved by individual initiative, lighted by 
spiritual freedom, and policed by poli- 
tical servants acting as referees? On 
this highway merchandising is the artis- 
tic side of the science of distribution. But 
let us remember, it is a lost art in 
Russia, a dying performer in England, 
and here in America will only flower to 
a fine fruition provided we hold inviolate 
the principle of freedom. You men of 
Wisconsin enjoy an inheritance of work 
—-not ease, of opportunity—not security; 
your savings have built a great industry 
and a hardy agriculture; you have shown 
concern for the just demands of labor; 
you have sacrificed to give your children 
the priceless opportunity to plan their 
own lives, to think and live like free men. 
In the ruthless destruction of your virgin 
forests you learned a lesson in the con- 
servation of your timber resources before 
it was too late. Surely the people of all 
the states of our great country will re- 
fuse to be taxed and regimented to a 
destiny which the annals of history have 
repudiated. 

Food is the great industry in Wiscon- 
sin. The responsibility for its preserva- 
tion and enlargement will increasingly 
lie in the field of effective salesmanshi) 
in competitive distribution. It is your 
state right to reverse the federal policy 
of spending millions on production and 
pennies on distribution. I look to the 
canners of Wisconsin to share in the 
leadership. 


November 14, 1949 
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CALENDAR OF EVENTS 


NOVEMBER 14- DECEMBER 16, 
1949 — Short Course in Agriculture, 
School of Agriculture, University of 
Delaware, Newark Del. 


NOVEMBER 14-15, 1949—Fall Meet- 
ing, Illinois Canners Association, Bis- 
marck Hotel, Chicago, Il. 


NOVEMBER 14-16, 1949 — 41st An- 
nual Meeting, Grocery Manufacturers of 
America, Ine., Waldorf-Astoria Hotel, 
New York, N. Y. 


NOVEMBER 14-16, 1949 — 36th An- 
nual Convention, Association of Pacific 
Fisheries, Hotel del Coronado, Coronado, 
Calif. 


NOVEMBER 21-22, 1949 — Annual 
Convention, Pennsylvania Canners Asso- 
ciation, Penn-Harris Hotel, Harrisburg, 
Pa. 


NOVEMBER 21-22, 1949 — Annual 
Convention, Iowa-Nebraska Canners As- 
sociation, Savery Hotel, Des Moines, 
Iowa. 


NOVEMBER 28-29, 1949—Fall Meet- 
ing, Michigan Canners_ Association, 
Pantlind Hotel, Grand Rapids, Mich. 


DECEMBER 1-2, 1949—Annual Con- 
vention, Tri-State Packers Association, 
Mayflower Hotel, Washington, D. C. 


DECEMBER 1-2, 1949—Fall Meeting, 
Indiana Canners Association, Claypool 
Hotel, Indianapolis, Ind. 


DECEMBER 4-7, 1949—45th Annual 
Meeting, American Society of Refriger- 
ating Engineers, Edgewater Beach 
Hotel, Chicago, IIl. 


DECEMBER 5, 1949—Annual Meet- 
ing, Peanut Butter Manufacturers Asso- 
ciation, Sherman Hotel, Chicago, Ill. 


DECEMBER 5, 1949—Annual Meet- 
ing, Maine Canners Association, Fal- 
mouth Hotel, Portland, Maine. 


DECEMBER 8, 1949—Annual Meet- 
ing, Minnesota Canners Association, St. 
Paul Hotel, St. Paul, Minn. 


DECEMBER 8-9, 1949—Annual Meet- 
ing, Georgia Canners Association, De- 
Soto Hotel, Savannah, Ga. 


DECEMBER 8-9, 1949—64th Annual 
Meeting, Association of New York State 
Ine., Hotel Statler, Buffalo, 

DECEMBER 12-14,. 1949 — Annual 
Meeting, Canned Foods Association of 
Ontario, Royal York Hotel, Toronto, 
Ont., Canada. 

LECEMBER 12-14, 1949 — Fifth An- 
Canners Fieldmen’s Conference, 
Peinsylvania State College, Nittany 
Lion Inn, State College, Pennsylvania. 


DECEMBER 13-14, 1949 — Annual 
Convention, Ohio Canners Association, 
Deschler-Wallick Hotel, Columbus, Ohio. 


THE CANNING TRADE November 14, 


JANUARY 22-31, 1950—Joint Nation- 
al Conventions of National Food Brokers 
Association, National Canners Associa- 
tion, Canning Machinery & Supplies As- 
sociation, Atlantic City, N. J. 


JANUARY 22-27, 1950—Annual Con- 
vention, National Food Brokers Associa- 
tion, Atlantic City, N. J. 


JANUARY 27-30, 1950 — Annual Ex- 
hibit, Canning Machinery & Supplies As- 
sociation, Atlantic City, N. J 

JANUARY 28-31, 1950—Annual Con- 


vention, National Canners Association, 
Atlantic City, N. J. 


‘JANUARY 23-24, 1950—Annual Con- 
vention, Canadian Food Processors Asso- 
ciation, Montreal, Quebec, Canada. 


JANUARY 26-27, 1950—Annual Meet- 
ing, National Preservers Association, At- 
lantie City, N. J. 


JANUARY 27, 1950 — Mid-Winter 
Meeting, National Pickle Packers Asso- 
ciation, Roosevelt Hotel, New York, 
N. Y. 


JANUARY 31-FEBRUARY 3, 1950— 
Annual Convention, Frozen Food Indus- 
try, Congress Hotel, Chicago, Ill. 


FEBRUARY 9-10, 1950—42nd Annual 
Convention, Ozark Canners Association, 
Colonial Hotel, Springfield, Mo. 


MARCH 9-10, 1950—Annual Fruit & 
Vegetable Cutting Bee, Canners League 
of California, Fairmont Hotel, San Fran- 
cisco, Calif. 


MARCH 10-11, 1950—Annual Meeting, 
Utah Canners Association, Hotel Utah, 
Salt Lake City, Utah. 


MARCH 12-14, 1950 — Annual Meet- 
ing, Northwest Canners Association, 
Multnomah Hotel, Portland, Ore. 


MARCH 13-24, 1950— Short Course 
for Cannery Fieldmen, Wisconsin Can- 
ners Association, University of Wiscon- 
sin, Madison, Wis. 


removal from friction drum. 
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You can save money with La Porte Flexible Steel Belting. 
length and practically any width. Write your dealer at once for literature and prices. 


LA PORTE MAT & MFG. CO. 


The continuous, uniform speed, perfectly 
flat surface, open mesh feature and resi- 
stance to acid, heat and cold make La 
Porte Conveyor Belting adaptable to every 
process in food manufacture - plus pack- 
aging and shipping. 


In addition, it is the most sanitary conveyor belting available - 
easily and quickly sterilized with steam or scalding water, without 
Furthermore, it is built to last. 


It is available in any 


LA PORTE, INDIANA 
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(Spot prices per dozen F.O.B. 
cannery unless otherwise 


specified.) 
VEGETABLES 
BEANS, StTRINGLESS, GREEN 
MARYLAND 
Fey., Fr. Sliced, No. 2.......... 1.40-1.55 
No. 303 1.35 
No. 10 7.00-7.50 
Ex. Std., Cut, No. 2 .........0 1.20-1.40 
No. 10 6.75-7.00 
No. 10 5.25-5.75 
N. Y., Fey., Cut gr., 4 sv., 
No. 2 1.75 
No. 10 8.75 
No. 10 7.00 
Fey., Fr. Style, No. 2 .....ccccscceoee 1.75 
No. 10 8.75 
Fey., Cut Wax, 4 sv., No. 2........ 1.65 
No. 10 8.25 
Ex. Std., Cut, 5 sv., No. 2......... 1.35 
No. 10 6.75 
WISCONSIN 
No. 2, Fey., Cut, Gr., 2 v.......000 2.15 
4 sv. 1.65 
5 sv. 1.30-1.35 
No. 10, Fey., Cut, 2-3 sv. ......c0.000 9.50 
5 sv. 6.25 
OzaRKS 
NG: B 1.05-1.15 
Ex. Cut No. 2 1.25-1.30 
TEXAS 
Whole, No. 2, Fey., 3 Sv. ccs 2.00 
4 sv. 1.70 
Cat; Me. 2; 8 1.50 
Ex. Std., 4 sv. 1.25 
Std., 5 sv. 1.10 
No. 10, Fey., 1-2-8 sv. 8.00 
Ex. Std., 4 sv. 6.50 
Std. 5.50 
BEANS, LIMA 
No. 1, 80% 1.30-1.35 
No. 303, 60 to 80% ar.....1.40-1.50 
No. 2 1.80-1.90 
No. 10 10.25 
Wis., No. 303, Tiny gr. ............ 2.60 
Small 2.35 
Medium 2.15 
Small 2.65 
Medium 2.40 
Texas, Fr., Gr. & Wh., No. 2....1.75 
West Coast, Gr., No. 308....2.35-2.45 
No. 2 2.45-2.60 
No. 10 12.50-13.50 
2.15-2.35 
No. 2 2.25-2.50 
No. 10 11.50-12.50 
BEETS 
East, Fey., Cut, No. 2.......... 1.00-1.10 
No. 10 4.50-5.00 
No. 10 4.50-5.00 
Fey., Sliced, No. 2 ..........0000 1.15-1.25 
No. 10 5.50 
20/0 1.95 
50/0 2.60 
Mid-west, Fcy., Cut, No. 2..1.00-1.05 
No. 2% 1.25 
No. 10 4.25 
Diced, No. 2 1.05 
No. 10 4.75 
No. 10 5.00-5.25 
1.30 
15/0 1.55 
Texas, Fey., Diced, No. 2............ 
No. 10 4.75 
CARROTS 
Md., No. 2, Diced ..........0.+00+ 1.00-1.10 
No. 10 4.75-5.00 
Diced, No. -90 
No. 4.50 
Wis., ne. 2, Diced . 
No. 10 ‘4. 25-4. 50 
22 


Texas, Fey., Diced, No. 2 ws... 9 
Fey., No. 10 an 
CORN 
MipweEstT 
Fey., W.K., Gold., No. 2......1.40-1.50 
No. 1 1.00-1.05 
No. 10 7.75-8.00 
Ba. 12: Vas. 1.00-1.10 
No. 303 95-1.00 
No. 2 1.15-1.25 
No. 10 7.00-7.25 
Std., No. 10 6.00 
Fey., C. S., Gold., No. 2......1.40-1.50 
No. 1 95 
No. 10 7.75-8.00 
No. 2 1.10-1.25 
No. 10 6.75 
90- .95 
6.00 
Fey., W.K., Gold., No. 2......1.40-1.55 
1.20-1.35 
No. 10 8.00-8.50 
No. 303 1.00-1.10 
No. 10 7.00-7.25 
Fey., C.S., Gold., No. 2........1.35-1.50 
No. 10 7.00-7.50 
1.00-1.05 
No. 2 1.10-1.15 
No. 10 6.50-7.00 
Std., No. 1 -85 
No. 2 1.00-1.05 
No. 10 6.25 
PEAS 
MARYLAND, ALASKAS 
No. 2 1 
No. 10 7.25-7.50 
4 sv. 7.50 
7.25-7.50 
No. 2 1.15 
No. 10 6.50-6.75 
No. 2 1.00 
No. 10 5.75-6.25 
Std., Ungraded, No. 2 1.00 
No. 10 6.50 
MARYLAND, SWEET 
No. 303, Fey., Ungraded.............. 1.30 
Ex. Std. 1.20 
Std. 1.00 
No. 2, Std., Ungraded....... eee 
No. 2, Ex. Std., Ungraded.. 1.25 
4 sv. 7.75 
5 sv. 7.00 
7.00-7.25 
No. 10, Std., Ungraded........ 6.25-6.50 
New York, SWEETS 
3 sv. 1.75-1.85 
No. 10 9.00-9.25 
4 sv. 1.55-1.70 
No. 10 8.50 
5 sv. 1.40-1.50 
Sd 1.50-1.65 
No. 10 8.00 
4 sv. 1.30 
No. 10 7.50 
5 sv. 1.20 
No. 10 7.00 
MIDWEST ALASKAS 
No. 808, Fey., 8 SV. 1.25-1.30 
No. 303, Ex. Std., 3 sv......... 1.15-1.20 
5 sv. 
No. 808, 3 1.00-1.05 
2 sv. 2.30-2.35 
3 sv. 1.65-1.75 
4 sv. 1.10-1.15 


CANNED FOOD PRICES 


3 sv. 1.10-1.15 
4 sv. 1.05 
3 7.25-7.50 
No. 10, 6.00-6.25 
No. 10, wid 
No. 10, Std., 5.50 
MIDWEST SWEETS 
No. 2, Fey., 2 
No. 303, Fey., 3 sv. 
No. 2 
1.50 
5 sv. 1.35 
Ungraded 1.55 
No. 808, Ex. Std, 8 sv. 1.15 
4 sv. 1.10 
5 sv. 1.60 
No. 10, Ex. Std., 5 sv. ........ 5.75-6.00 
No. 2, Std., 3 sv. 
No. 2, Std., 5 sv. 
NorTHWEST 
Sweets, Fey., No. 2, 3 sv.....1.75-1.80 
4 sv. 1.50-1.55 
POTATOES, Sweet 
Md., Fey., Sy., No. 3, Sa....... 1.7214 
No. 2% 1.85 
No. 10 6.50 
Dry, No. 2% 1.70 
No. 10 5.50-6.25 
No. 8, Vac. 1.70 
SAUERKRAUT 
No. 10 3.90 
Midwest, Fey., No. 2%........ 1.10-1.20 
No. 10 3.50-3.70 
SPINACH 
Balto., Fey., No. 
1.60-1.85 
No. 10 25-6.50 
1.50-1.60 
No. 10 5.00-5.25 
No. B 1.10-1.15 
No. 2% 1.45-1.50 
No. 10 5.15-5.25 
TOMATOES 
Tri-States, Std., No. 1.......... -80- .85 
No. 303 1.10-1.15 
No. 2 1.15-1.25 
No. 2% 1.60-1.70 
No. 10 6.00-6.50 
No, 2 1.40-1.50 
1.90-2.00 
No. 10 6.50-7.00 
No. 2% 2.00-2.25 
No. 10 7.25 
No. 2% 2.00 
No. 10 6.50-7.00 
1.40-1.60 
Std., No. 2 1,25 
Ozarks, Std., No. 2 oe 1521.25 
No. 2 1.15 
No. 2.00-2.25 
No. 10 7.50-8.20 
Std., No. 303 1.20 
No. 2 1.30 
No. 2% 1.60 
No. 10 6.00 
TOMATO CATSUP 
1.50-1.60 
Mid-West, 14 02., 
Ex. Std. 35 
FRUITS 
APPLES 
No. 10 7.75 
Pa., No. 2 1.42% 
No. 10 7.35-7.75 


W., No. 10 Sh. 


THE CANNING TRADE 


APPLE SAUCE 
N. Y., Pa., Va., MipwEst 


Fey., ‘No. 1.10-1.15 
No, 2 1.25-1.35 
No. 10 5.85-6.00 

APRICOTS 

Halves, Fey., No. 2% .......2.55-2.70 
No. 10 9.00 

Choice, No. 24, 2.35-2.50 
No. 10 8.50-8.75 

2.10-2.20 
No. 10 7.00-7.15 

Fey., No. 2%, Wh. Peeled.......... 2.70 

Ch., No. 2%, Wh. Peeled..........2 


Choice, Wh., Unpeeled 
FRUIT COCKTAIL 


Fey., No. 1 T 1.85 
No. 2% 2.95-3.15 
-10.60 

No. 2% 3.05 
No. 10 10.20 

PEACHES 

Calif. Y.C., Fey., No. 2%....2.40-2.50 
No. 10 8.25-8.40 

Choice, No. 2.10-2.35 
No. 10 7.50-7.75 

Std., No. 1.90-2.00 
No. 10 6.70-6.85 

PEARS 


Calif. Bart., Fey., No. 2%. 2. 85-3.05 
Choice, No. 2% 


No. 1 T 1.60- 1. "85 
Std., No. 2% 2.35-2.50 
No. 1 T 1.52% 
PINEAPPLE 
Texas, Chunks, Ex. hy. sy., 
No. 2 2.25 
Broken, SI., Ex. hy. sy. No. 10....9.50 
JUICES 
APPLE 
32 oz. glass 1.60 
46 oz. tin 2.10 
C:TRUS, BLENDED 
Fla. Out 
Calif. Sw., No. 5001.55 
46 02. 3.25-3.50 
ORANGE 
Fla. Out 
Calif., No. 2 1.70 
46 oz. 3.80-3.90 
TOMATO 
46 oz. 2.25-2.30 
No. 10 4.45-4.65 
Tri-State, No. 2 1.00-1.10 
46 oz. 2.15-2.25 
Mid-West, Fey., 6 02. 57% 
12 oz. -79 
No. 2 1.05-1.10 
46 oz. 2.15-2.40 
Calif., Fey., No. 2.......... 1.0214-1.0714 
46 oz. 2.25-2.321,, 
No. 10 4.15-4.25 
FISH 
CRABMEAT 
6% oz., Claw 3.95 
White 4.95 
White, Jumbo Lump. 5.95 
OYSTERS 
Gulf, 434 oz. 4.25 
SALMON—PErR CASE 
Alaska, Red, No. 1 T............. Nominal 
’s 15.00 
Med. Red., No. 1 T............. 20.50-21.00 


16.00 
SARDINES—PEr CAsE 
Maine, %4 Oil Keyless .............00+. 7.00 
Calif., 1 Ib. ovals with 
Tomato Sauce 5.00-6.00 
SHRIMP 
5 oz., Small 3.65-3.75 
4.00-4.15 
Large 4.50-4.65 
Jumbo 4.70-4.75 
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There is many a firm who can readily use your unneeded equip- 
ment. It’s the opportunity for you to turn it into cash while 
fulfilling the other fellow’s need. Or you may need equipment 
yourself, or want to buy or sell or rent a cannery, or need help, 
or a job. Whatever your needs, you will get good results from 
an Ad. on this “Wanted and For Sale” page. The rates, per 
insertion—Straight reading, no display—one to three times per 
line 40c, four or more times per line 30c, minimum charge per 
Ad. $1.00. Count eight average words to the line, count initials, 
numbers, etc.. as words. Short line counts as a full line. Usea 
box number instead of your name if you like. Forms close Wed- 
nesday noon. The Canning Trade, 20 S. Gay St., Baltimore 2, Md. 


FOR SALE—MACHINERY 


WANTED and FOR SALE 


SITUATIONS WANTED | 


POSITION WANTED—Plant Manager or Superintendent. 
Offer unusual diversified canning experience. Quality packer all 
lines vegetables, fruits, juices, dry packs and specialties. Well 
qualified in administration and assuming operations responsibil- 
ity. Also sales management experience. Available after Octo- 
ber 1. Adv. 49111, The Canning Trade. 


POSITION WANTED—Young man desires to represent a 
quality Eastern processor to cover the trade as Sales Repre- 
sentative; have long association in the food business. Will be 
available after Nov. 15. References submitted upon request. 
Adv. 49122, The Canning Trade. 


offer for resale. 


“CONSOLIDATED,” serving American Industry for Over 
25 Years—For Sale: Retorts; Filters; Mixers; Fillers; Ex- 
tractors; Cappers; Crowners; Can and Bottle Labelers; Copper 
Cooking Kettles; Glass-lined Tanks; Pumps; Vacuum Pans, etc. 
Rebuilt and guaranteed. Prompt delivery. We buy and sell from 
a single item to a complete plant. Consolidated Products Co., 
Inc., 18-20 Park Row, New York, N. Y. 


WHEN IN NEED of food processing machinery of any kind 
wire or call: Ashley Mixon, Canning Machinery Exchange, 
Plainview (West), Tex. 


We manufacture a general] line of canning machinery and 
frequently take in good used equipment which we rebuild and 
Write us regarding your requirements for 
either new or rebuilt machinery. Copy of our new No. 900 cata- 
log for the asking. A. K. Robins & Co., Inc., Baltimore 2, Md. 


FOR SALE—8 - 80 gal. and 10 - 60 gal. stainless clad jacketed 
Kettles, guaranteed condition; Rebuilt Wrap-Around Labeler for 
#1, #2, #2 to #10 cans; Four Horizontal Retorts; Six Ayars 
8-pocket Pea and Bean Fillers for 300 x 407 cans. Perry Equip- 
ment Corp., 1502 W. Thompson St., Philadelphia 21, Pa. 


FOR SALE—(1) Berlin Chapman slat type Cooker, 32 ft. 
long 5 ft. wide, sometimes used for cooling; (1) Berlin Chap- 
man Continuous Cooker (Super) #2 & #2% can size, holding 
capacity 1,000 cans. Both the above priced reasonable. Located 
in Indiana. Adv. 49121, The Canning Trade. 


FOR SALE—One Pony Labelrite Model 86 MX, will handle 
maximum label 6” x 3%”, minimum %” x %”, complete with 
motors 220/440 V., 60 C., 3 phase, without starting switches, 
with variable speed control; will handle cold adhesives; has 
micrometer mounting. Also included the following: One Mouth- 
piece Plate Assembly; One Label Support Plate; One Standard 
Rubber Pressure Pad; Two Hinged Pressure Pads; One Adjust- 
able Bottle Support. This machine purchased new about one 
year ago; used less than fifteen hours; do not now need due to 
changes in our label requirements; actual new cost $1,485.00; 
will sell for $1,000.00 net. P. D. Gwaltney, Jr. & Co., Ine., 
Smithfield, Va. 


FOR SALE—FACTORIES 


FOR SALE —Complete Canning Plant located Piedmont, 
South Carolina, center largest peach growing section in the 
country. Machinery like new, housed in excellent building, 
about 30,000 feet floor space, large cooling room, adequate water 
and sewer connections; all ready to go. P. O. Box No. 6, Gram- 
ling, S. C. 


OR SALE—Four F.M.C. Automatic Bean Snippers, in good 
working condition, with hoppers and picking tables. Muleshoe 
Canning Co., Box 495, Muleshoe, Tex. 


WANTED—MACHINERY 


WANTED—We are in immediate need for Stainless Steel, 
Monel, Aluminum or Copper Kettles and Vacuum Pans; Re- 
torts; Filter Presses; Labeling Machines, and Packaging Equip- 
ment. Adv. 4911, The Canning Trade. 


THE CANNING TRADE 


November 14, 1949 


MiSCELLANEOUS 


THERMOMETERS—We repair Mercurial Indicating Ther- 
mometers. Dial Thermometers and Recording Thermometers of 
all makes. Instruments are reconditioned like new. Satisfaction 
guaranteed. For economical savings ship your Thermometers 
to: Nurnberg Thermometer Co., 124 Livingston St., Brooklyn, 
Nz 


WANTED—Tomato Puree in 5 gallon tins. State price and 
gravity. Adv. 49123, The Canning Trade. 


ALMANAC 


It contains the answer to most any 


question you want to know about 
the packs, acreage, yields, laws, 
regulations, labeling requirements, 
grades and Where To Buy your 
needs etc. Keep it Handy—ycu'll 
be surprised at its thoroughness. 


PRICE $2.00 


THE CANNING TRADE 
20 South Gay Street,  BALTIMORE-2, MARYLAND 
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ANSWERS ON 


CHECK THESE 


YES NO 
Are you using the right grade? 
Are you using the right grain? 


Are you using the right amount? | 


@ If your salt doesn’t meet your needs 100%, we'll gladly 
give you expert advice based on your individual require- 
ments. No obligation. Just write the Director, Technical 
Service Dept. DY-6,. 


@ In eliminating waste, improving quality, increasing ca- 
pacity, and supplying smooth, dependable operation, Lang- 
senkamp units provide production 
advantages that are decisive. 
Line complete for t to, pump- 
kin and other fruit and veget- 
able products. Consult new 
Catalog No. 64 for further infor- 
mation, or write or wire. 


Hf angsenkamp COMPANY 


229-235 EAST SOUTH STREET, INDIANAPOLIS 4, INDIANA 


NATIONAL CANNERS’ 


1949 
DIRECTORY 


LIST OF THE CANNERS 
OF THE UNITED STATES 


Compiled by NATIONAL CANNERS’ ASSO- 
CIATION from authoritative sources. 


Carefully prepared and up-to-date. _Lists cor- 
rected by canners themselves; verified by com- 
petent authorities. 


Distributed Free to members of the NATIONAL 
CANNERS’ ASSOCIATION. 


Sold to the Trade at $2.00 
> per copy, postage prepaid 
Personal Checks Accepted 
Address all orders to the 
National Canners’ Association 
1739 H. Street, N. W. Washington 6, D. C. 


——SMILE AWHILE——— 


There is a saving grace in a sense of humor 
Contributions Welcomed 


MILITARY TACTICS 


A colonel who had been promoted to general gave 
a banquet to his regiment. 

Addressing the soldiers, he said: “Fall upon the 
food without pity—treat it as if it were the enemy.” 

At the end of the banquet he observed a sergeant 
hiding two bottles of wine. 

“What are you doing?” asked the colonel. 

“Obeying orders, sir. In war when you don’t kill 
the enemy you take them prisoners.” 


“We all want you to come to our party tonight, 
Mandy. 

“Can’t Sambo; I’se got a case of diabetes.” 

“Come along anyways, Mandy, and bring it wid you. 
Those folks will drink anything.” 


AT LAST 


“T see there’s a whole half-page of advertising for 
Skinnem’s store in the paper.” 

“What! Skinnem that tight wad? Why, I’ve heard 
him say he wouldn’t spend a red cent for advertising.” 

“He isn’t. His receivers are doing it for him.” 


A NEW VERSION 


Jane—John, you’ve been drinking! 

John—Hic—not ’t all, m’dear. 

Jane—John, don’t lie to me! You’re staggering, and 
I smell it on your breath! 

John—Honest, m’dear, didn’t drink a drop. It froze, 
an’ the bottle broke. So I ate it. 


POOR FISH 


The novice at trout fishing had hooked a very small 
trout and had wound it in until it was jammed at the 
very end of his rod. 

Pupil—What do I do now I’ve finished winding? 

Instructor—Climb up the rod and stab it. 


TEXAS TABLE MANNERS 


A Texas father was dining with his son in a Texas 
hotel, and in the course of dinner the son got into an 
argument with a cowboy. The cowboy called the son 
an offensive name, a very offensive name, and the 
young fellow grabbed his knife in his fist and started 
around the table to be avenged. 

“Ain’t ye got no table manners?” the old man hissed. 

“But, pop, ye heered what he called me, didn’t ye?” 

“Yes, I heered all right, but that ain’t no ground for 
yer forgettin’ yer table manners. Put down that there 
knife and go at him with yer fork.” 
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WHERE TO BUY 


The Machinery and Supplies you need, and the Leading Houses that supply them. Consult the advertisements for details 


GENERAL FACTORY EQUIPMENT 


AGENTS for Machinery Mirs. 
Berlin Chapman Company, Berlin, Wis. 
Crosholeiieder Co., Niagara Falls, N. Y. 
Pood Mchy. & Chem. Corp., Hoopeston, Ill. 
Langsenkamp Co., Indianapolis, Ind. 
A X. Robins & Co., Inc., Baltimore, Md. 


BLANCHERS Vegetable and Fruit. 
Allan Iron & Welding Works, Inc., Rochester, N. Y. 
8e:lin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. ¥. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
4 K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


BOXES (Metal), LUG, Field. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-ttyder Co., Niagara Falls, N. Y. 
F Hamachek Machine Co., Kewaunee, Wis 
A K. Robins & Co., Inc., Baltimore, Md. 


BOXING MACHINES. 
3urt Machine Company, Baltimore, Md. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Fs0d Mchy. & Chem. Corp., Hoopeston, Ill. 
A. K. Robins & Co., Inc., Baltimore, Md. 


BOX (Corrugated) SEALING MACHINES. 
Surt Machine Company, Baltimore, Md. 
Shisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
4. K. Robins & Co., Inc., Baltimore, Md. 


BUCKETS, PAILS AND PANS. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CAN WASHING MACHINES. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. wy Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CAPPING MACHINES, Soldering. 
Food Mchy. & Chem. Corp. Hoopeston, II. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CHAIN ADJUSTERS. 
F. Hamachek Machine Co., Kewaunee, Wis. 


CLEANING AND GRADING MCHY., Fruits. 
Allan Iron & Welding Works, Inc., Rochester, N. Y. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y 
Food Mchy. & Chem. Corp., Hoopeston, II. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


CLOCKS, Process Time. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. ree Hoopeston, IIl. 
A. K. Robins & Co., Inc., timore, Md. 


COILS, Cooking. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. As Hoopeston, Ill. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


COOKING CONTROLS. 
Aseptic Thermo Indicator Co., Los Angeles, Cal. 


CONVEYORS AND CARRIERS. 
Berlin Chapman Company, Berlin, Wis. 
Central Machine Works, Inc., Philadelphia, Pa. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Lote. Hoopeston, III. 
La Porte Mat & Mfg. Co., La Porte, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


CONVEYOR BELTS, Cloth, Rubber, Wire. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
La Porte Mat & Mfg. Co., La Porte, Ind. 

A. K. Robins & Co., Inc., Baltimore, Md. 


CONVEYORS, Hydraulic. 
3erlin Chapman Company, Berlin, Wis. 
-hisholm-Ryder Co., Niagara Falls, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


COOKERS, Continuous, Agitating. 
Allan Iron & Welding Works, Inc., Rochester, N. Y. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Mchy. & Chem. Corp., Hoopeston, Ill. 
*. Robins & Co., Inc., timore, Md. 


COOLERS, Continuous. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CRANES AND HOISTS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Il. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CRATES, Iron Process. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 


Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CUTTERS OR CHOPPERS. 


Central Machine Works, Inc., Philadelphia, Pa 


Chisholm-Ryder Co., Niagara Falls, N. Y 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
A. K. Robins & Co., Inc., Baltimore, Md. 


ENSILAGE STACKERS. 


F. Hamachek Machine Co., Kewaunee, Wis. 


EXHAUST BOXES. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Comp. Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


FACTORY TRUCKS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Coe. Hoopeston, III. 
A. K. Robins & Co., Inc., timore, Md. 


FILLING MACHINES, Can. 


Berlin Chapman Company, Berlin, Wis 
Central Machine Works, Inc., Philadel 
Chisholm-Ryder Co., Niagara Falls, N. Y 
Food Mchy. & Chem. Corp., Hoopeston, Ill 
A. K. Robins & Co., Inc., Baltimore, Md. 


KETTLES, Plain or Jacketed. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Hoopeston, 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


KETTLES, Process, Retorts. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. oe Hoopeston, III. 
A. K. Robins & Co., Inc., timore, Md. 


ENIVES, Miscellaneous. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


LABELING MACHINES. 


Burt Machine Company, Baltimore, Md. 
Chisholm-Ryder Co.,.Niagara Falls, N. Y. 
Food Mchy. & Chem. eg Hoopeston, Il. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Morral Bros., Morral, Ohio 

A. K. Robins & Co., Inc., Baltimore, Md. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Hoopeston, 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


POWER PLANT EQUIPMENT. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. Hamachek Machine Co., Kewaunee, Wis. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PUMPS, Air, Water, Brine, Syrup. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Hoopeston, 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 
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phia, Pa. 


SEWAGE DISPOSAL SYSTEMS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. H. Langsenkamp Co., Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


SIEVES AND SCREENS. 
Berlin Chapman Company, Berlin, Wis. 
chy. em. Corp., Hoopeston, 
A. K. Robins & Co., ins.. 3 Baltimore, Md. 


SPEED REGULATORS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


STEAM BOXES, Seafoods, Vegetables, etc. 
Allan Iron & Welding Works, Inc., Rochester, N Y 
Edward Renneburg & Son, Baltimore, Md. 


SYRUPERS AND BRINERS. 


Berlin Chapman Company, Berlin, Wis. 
‘00 chy. em. Corp., Hoopeston, II] 

A. K. Robins & Co., Inc., Datihnese, Md. 


TANKS, Metal, Glass Lined, Wood. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Il. 
F. H. Langsenkamp Co,, ‘Tettenenaiee, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


VACUUM PANS. 


F. H. Langsenkamp Co., Indi lis, 
Lee Metal Products Co., Philipsburg, ong 


WASHERS, Fruit, Vegetable. 


Allan Iron & Welding Works, Inc., Rochester, N. Y 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 

Food Mchy. & Chem. Corp., Hoopeston, Il. 

A. K. Robins & Co., Inc., Baltimore, Md. 

United Co.,- Westminster, Md. 


BEET CANNING MACHINERY 


Allan Iron & Welding Works, Inc., Rochester, N Y. 
Berlin Chapmah Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 

Food Mchy. & Chem. Corp., Hoopeston, Ill. 

A. K. Robins & Co., Inc., timore, Md. 


CORN CANNING MACHINERY 


COMMINUTING MACHINE. 


Morral Brothers, Inc., Morral, Ohio. 
United Co., Westminster, Md. 


CORN COOKER-FILLERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
A. K. Robins & Co., Inc., timore, Md. 


CORN CUTTERS. 
Berlin Chapman Sompens. Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
Morral Bros., Morral, Ohio 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


CORN HUSKERS. 


Berlin Chapman ompeny. Berlin, Wis. 
Co., N. Y. 
chy. em. Corp., 

Morral Bros., Morral, Ohio 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


CORN SHAKERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CORN TRIMMERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ml. 


A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 
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WHERE TO BUY. 


CORN WASHERS AND SILKERS. 


3erlin Chapman Company, Berlin, Wis. 
Shisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, !Il. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


FISH CANNING MACHINERY 


Serlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III 
4. K. Robina & Co., Inc., Baltimore, Md. 


FRUIT CANNING MACHINERY 


Allan Iron & Welding Works, Inc., Rochester, N. Y 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 

Food Mchy. & Chem. Hoopeston, 

4. K. Robins & Co., Inc., Baltimore, Md. 

United Co., Westminster, Md. 


KRAUT MACHINERY 


3erlin Chapman Company, Berlin, Wis. 
Shisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. 14> Hoopeston, Ill. 
?. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


MILK CANNING MACHINERY 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp. Hoopeston, I1l 
F. H. Langsenkamp Co., Indianapolis, Ind. 


SNAP BEAN MACHINERY 


BLANCHERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, II] 
A. K. Robins & Co., Inc., Baltimore, Md 


CUTTERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


GRADERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PICKING TABLES. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Ma. 


SNIPPERS. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


TOMATO CANNING MACHINERY 


PEA CANNERS’ MACHINERY 


BLANCHERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Core. Hoopeston, Il. 
A. K. Robins & Co., Inc., timore, Md. 
United Co., Westminster, Md. 


CLEANERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


GRADERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


HARVESTERS 
H. D. Hume Co., 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. Hamachek Machine Co., Kewaunee, Wis. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PICKING TABLES. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. mies Hoopeston, IIl. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


WASHERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


PINEAPPLE MACHINERY 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. a Hoopeston, IIl. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PRESERVERS’ MACHINERY 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. 4 Hoopeston, Ill. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A XK. Robins & Co., Inc., Saltimore, Md. 
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EXHAUSTERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PEELING KNIVES. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
F, H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PEELING TABLES, Continuous. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


SCALDERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


WASHERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


TOMATO PRODUCTS & JUICE MACHINERY 


COOKING COILS for Kettles and Tanks. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


JUICE EXTRACTORS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


JUICE HEATERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Ba’timore, Md. 


KETTLES. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Ss Hoopeston, Ill. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PULPERS AND FINISHERS. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


GENERAL SUPPLIES 


BASKETS. 


Planters Mfg. Co., Portsmouth, Va. 
Riverside Manufacturing Co., Murfreesboro, N. C 


BOOKS, on Canning, Formula, Etc. 
A Complete Course in Canning 
The Almanac of the Canning Industry 


BOXES, Corrugated or Solid Fibre. 
Eastern Box Company, Baltimore, Md. : 
Robert Gair Company, Inc., New York 17, N. Y. % 
United Container Co., Philadelphia, Pa. 
David Weber, Co., Philadelphia, Pa. 


CANS, Tin, All Kinds. a 
American Can Co., New York Ci 4 
Continental Can Co., New York City 3 
Crown Can Co., Philadelphia, Pa. 

National Can Corp., Baltimore - New York City 


HARVESTING EQUIPMENT 


Food Mchy. & Chem. Corp., Hoopeston, III. | 
H. D. Hume Co., Mendota, Ill F 
INSECTICIDES. 


Pittsurgh Plate Glass Co., Milwaukee, Wis. 


INSURANCE, Canners. 


Canners’ Exchange, Lansing B. Warner, Chicago 7 
Mfgrs. & Merchants Indemn. Co., Cincinnati, Ohic q 


LABELS. 
Gamse Litho. Co., Baltimore, Md. 
Muirson Label Co., Brooklyn—Peoria—San Jose. 
Piedmont Label Co., Bedford, Va. 
Simpson & Doeller Co., Baltimore, Md. 
Stecher-Traung Litho., Rochester, N. Y. 
United States Printing & Litho. Co., Cincinnati, © 


LABORATORIES, for Analysis of Goods, Etc. 
American Can Co., New York ony 
Continental Can Co., New York City 
National Can Corp., Baltimore, Md. 
National Canners Assn., Washington, D. C. 


MANUFACTURING CHEMISTS. 
Chas. Pitzer & Co., Inc., New York City. 


PASTE, CANNERS’. 
Dewey & Almy Chem. Co., Cambridge, Mass. 
F. H. Co., Indianapolis, Ind. 
National Starch Products Co., New York, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


SALT. 


Diamond Crystal Salt Co., Inc., St. Clair, Mich. 
Worcester Salt Co., New York City. 


SEASONINGS 
Product Advancement Corp., Benton Harbor, Mich. 


SEEDS, Canners’, All Varieties. 
Associated Seed Growers, Inc., New Haven, Conn. 
Corneli Seed Co., St. Louis 2, Mo. 
Michael-Leonard Co., Sioux City, Ia. 
seam King & Co., Minneapolis, Minn. 
Rogers Bros. Seed Co., 
F. H. Woodruff & Sons, Inc., Milford, Conn. 


SEEDS, PEA AND BEAN. 

Associated Seed Growers, Inc., New Haven, Conn 
Corneli Seed Co., St. Louis 2, Mo. 
Michael-Leonard Co., Sioux City Ta. 
Northrup, King & Co., Minneapolis, 
Rogers Bros. Seed Co., Chicago, IIl. 

Washburn-Wilson Seed Co., Moscow, Idaho 
F. H. Woodruff & Sons, Inc., Milford, Conn. 


SEED, TOMATO. 
Associated Seed Growers, Inc., New Haven, Conn. 
Corneli Seed Co., St. Louis 2, Mo. 
Michael-Leonard Co., Sioux City, Ia. 
& Co., Minnea lis, Minn. 
F. H. Woodruff & Sons, Inc., Milford, Conn. 
SUGAR, DEXTROSE. 
Corn Products Sales Co., New York, N. Y. 
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IDEAL 


Each year more canners 
and freezers of peas and 
lima beans use Hamachek 


Viners and equipment to: 


@ IMPROVE QUALITY 
@ INCREASE PROFITS 


@ MEET COMPETITIVE 
CONDITIONS 


FRANK 


MACHINE COMPANY 
KEWAUNEE WISCONSIN 

ESTABLISHED 1880* INCORPORATED 1924 


PEA AND BEAN HULLING SPECIALISTS : 
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SOME OF THE 
FOOD PROCESSORS 
WHO USE 
COOK: CHEX 


Because when 
This Spot 


TURNS 
GREEN 


it tells them their 
Food is fully cooked 
- and none overlooked 


Burnham & Morrill Co. 
California Packing Corp. 


College Inn 
Food Products Co. 


The Columbia Conserve Co. 
Concord Foods, Inc. 
Elkhorn Canning Co. 

D. E. Foote & Co. 

Gerber’s Baby Foods 


Gorton-Pew 
Fisheries Co., Ltd. 


Grocery Store Products Co. 
Hunt Foods, Inc. 

Illinois Canning Co. 
LaChoy Food Products 

S. E. Mighton Co. 

Matmor Canning Co. 
Nu-Trishus Products Corp. 
Riviera Packing Company 
Sun Harbor Packing Co. 
Sylmar Packing Co. 


More and more food 
processors are using 
Cook-Chex. These sim- 
ple retort tags tolerate 
nothing short of abso- 
lute certainty in telling if 
food is properly cooked, 
and that none has been 
missed in the cooking. 


While 


FREE 
DEMONSTRATION 


TAGS 


Cost of Cook-Chex cer- 
tainty is less than 1/50¢ 
a case. Prove their value 
in your own plant, with- 
out cost. Mail coupon 
today for free demon- 
stration samples and 
complete information, 


ASEPTIC-THERMO INDICATOR COMPANY 
Dept. 84 5000 West Jefferson Boulevard : 
Los Angeles 16, California 
Please send me all facts on Cook-Chex. Also free demon- * 
stration tags, tag holder, and directions. h 
Official 
Concern 
Street & No. e 
City Zone State 
e 
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May Help 
Wheel Your Load? 


Crown Can Salesmen not only bring you one of ments, trade questions, merchandising, labeling, 
America’s largest and most dependable sources etc. They’ve even helped Canners with their in- 
of Can Supply; their Service to you is limited come tax reports, labor problems, acted as per- 
only by your imagination. They'll help you solve sonal representatives, etc. Ask to have a Crown 
questions about pricing, profit, technical improve- Sales Representative call. 


One of America’s Largest Can Manufacturers 


PLANTS AT PHILADELPHIA, BALTIMORE, CHICAGO, ST. LOUIS, HOUSTON, ORLANDO + ~~ Division of the Crown Cork & Seal Company 
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